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ABSTRACT 

In an appeal before the Federal Trade Commission 
(FTC) ^ the author pleaded for governmental action to restrain 
national advertisers from unscrupulous and erroneous advertising 
pitches aimed at children." Citing the principal media for 
Chi Id- targeted advertising, (comic books, youth magazines^ school 
displays and radio and television), the speaker exposed the 
present-day practices in the marketing of toys, pills and edible 
products. The relationship between "misleading, often seductive 
advertising" and over-the-counter drugs and non- nutritional foods was 
explored. Mr. Choate was .critical of previous attempts at advertising 
reform and points out several areas where, he said, the advertisers 
failed to follow through with previous pledges assuring more 
straightforward ads. In conclusion, he called for more regulation, 
particularly by the FTC# Federal Drug Adniinistration, and Federal 
Communications Commission, to tightly restrain the country's 
merchants from "coveting pur children Vs purses." A listing of the 
fifth largest food companies and their advertising agencies is 
provided. (MC) 
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TIE ELEVPiriTil CO>^.iAIVI;M£:rr: THOU SlIAl/r KOT COVDT MY CliILD'S PiJU?E 



The pre-reading child, the prim^iry student, and the soon-to-Lc~ 
tcenagers repz'osent a new frontier to the hardsell advertisers of the Unitec^ States 
Their excesses of the past tvo decades invite the Federal Trade ConLnissicn 
not only to establish a special staff on trade practices to\:ard children, but 
also to suggest a v/hole ne\j group of standards and regulations. 

Those vho advertise to children- -for the purpose of selling to Ihem 
or through then--inescapably alco are advertising to the child the ground rules 
of the private enterprise system. Today's child has learned more about Madison 
Avenue's techniques than about the economists' dream; in the process, 
according to Professor Scott Ward of tlie Harvard Business School, he has become a 
skeptic at the age of ten. Can ve really expect children to support our ecoaorr.ic 
vay of life vhile ve exploit them from the age of tvo as vo do? 

The principal media for advertising to children are: cornic books, 
youth magazines, back-of-the-box coupons, school displays, packa:ic inserts, 
radio and, of course, television. The principal objects advei^tised to cliildren 
for their o\m use are: toys, edible products including beverages, sports hero 
items, phonograph records, moneyiiiaking bonanzas and vitajnin pills. Seasonal 
variations are noticeable. Scare packets, for instance, vcre in vo£;ue for 
Hallo^veen last month. In the pre-Ohristmas season, the crescendo reaches its 
annual peak. 

This paper will roviev; ^..-csent-day practices in the advertising and 
selling of toys, pills and edible products through the media .)f comic books, 
back-of-the-box coupon arrangeinents and television. Certainly there arc many 
vorthwhile products for children, and more than a handful of ethical advertisers, 
but the immoderate, misleading and often fraudulent sales patterns found in 
this country bee for special FTC action. Certainly the practicen ve here der.cri 
nalte mockery of the sanrtimonious testimony thus far offered by those vho toil 
in IMffville. 



GENElViL YILV?S 

Advertisement.^ to children should be analysed, both on an individual "oar^ic 
and on a mass iMpc\ct basis, A review of today's Saturday morning tclevir.jon advcrtif;'''' 
to children reveals that : children arc used to sell to adults; iraprudont Rcquiciiio^ 
of goods and consujnption of foods vithout moderation is an cver-ridinp, mcficucc; coi.t 
is ajjparently uninportant: advertising to the child is 3ess than f'olly honent. 

The absence of cornmercials seJiin^^ £Ood books or advocating v;hat c»ncc vas 
called "se^'ious" music or recoinmendin^; to a chi3d that he leave his indoor --ar-os and 
enjoy outdoor recreation .without artificial props can varp a child's valMcn. Artifici 
eamcs, requiring solely the talent of vindin^s up a racer or putting a marble in a 
doll's mouth, seem to leave out the skills required in the gjutjs of yenteryenr, v.herc 
one sought to score points in a contest or raa3;e the right jud£y^icnt in a t':st of wits. 
One very astute Itothex recently comrr-ented that perhaps ;7e critics of children's 
television arc off on the wrong track. She pointed out that the varlri is bcconun:i 
like television— the world is chantiinc to re3^:iect tlic valuer. aiyJL actlviviec sl--o-.r:-'>'1 
on the Tube. Perhaps games are also becoming like television: to win tliltoh-Ri-cidlcj 
game ''Don't Catch a Cold**, you khock out the evil cold bug monster wi'.h a 
pseudo vitanun pill. Here is the game. What erroneous informtion it coveys!! 

Despite the National Association of Broadcasters' Toy Guidelines, and 
despite careful perusal of the small print in toy advertisements, it is difficult 
to. judge the size or voluinc pf many products which are offered. This has lonz I'^on 
a concern with food products, where a strangely shaped container or slack fiU may 
mean that you are getting aess of the product than you thin!:.' Slack fill ha.*, been a 
subject of concern to the Food and Drug Administration as it applies to food, but the 
Federal Trade Commission raust become irm^e concerned about "slack filT* in toys. Mun\ 
a toy is thoroughly disguised by the box it comes in. 
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See stalcnenl of Oohn C.omillu, Chief, Fnir Packaeinc und Labclinr. rrnn-h, OffJ^o o( 
Coim.V^-^ncc, Food ?.nd Arlmhnctral Ion, .1 the Univovr.ily of Cal i ror,..i.a ai Jnvs,:. 
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I do not totally object to sellinc to chiltlren; b\it I thiiik it can be done 
in a manner which vill help them learn prudent consxuner habits, ruch an ju(l£iin£i iho 
size, shape, volume, unit price or nutritional vorth of a product. Careful sellijic 
to children can create habits of thrift and careful selection, v;hile honestly 
promoting specific products that one might need. The supersnarket shelf represents 
a ma(|nificent opportunity Tor teaching a child about numbers, letters, words, 
trigonometiy, geometry, weights and measures and \mit pricing, llie side of the food 
box could represent a first-class course in nutrition education. The selling of 
cars, trucks and motorcycles could teach safety and driving skills, instead of junt 
encouraging a desire for speed. 

In short, good advertising to children v/lll produce marketing r.couts inctc?;d 

of marketing skeptics, and their shopping habits yill strengthen the private enterprise 

system far more than sugar coating and puffery. Kids can learn to be cautious without 
learning to distrust - even hate - their eco!io:iuc system. 

Let us now look at some of the present practices jn selling to and 

througli children. 

TOYS Ml) COI^ICS 

From time irniaemorial, toy vendors have sought .to catch the eye of the child. 
The last forty years have witnessed the conversion of the lo\*? key pitch to an 
entranced child into a hard sell propaganda campaign that seems to equate acq\;isi tlvcno 
jealousy and materialism ^ith the tenets of the golden rule. Advertising to children 
today often seems to th* intentional seduction cf the innocent. 

As a result of this campaign, children no longer enter a toy store tc vind 
up the spring or push a button; the child now is prograiamed to send in ';he coupon 
or merely plunl: down the money for a product whose advertisements he has seen and 
believed; he carries away an unopened box, confident that the contents are ar» 
glamorous and realistic as the advertisement which persuaded him» 



am KLEVENTfl COMl-I/aiDMSI^T 



An example of this persiiasion can be found in any children »s comic 

book, which is filled to overflovdiiG with coupons and fantastic once-in-a-lifetiri'^^ 

offers. I vill show you several examples of these ad pages, but a few quotaticr*.o 

here may suggest the ethics of these advertisers: 

"50 little dolls that delight the heart of every child! The vonder 
of this unprecedented offer is that every doll is made froiu bcautifu] 
high-quality Styrene plastic and hard synVictic rubber. You got 
BABY DOLI^, IRJRSE DOLLS, D/illCIL'G DOLLS, FORrJiGiJ DOLLS, CLOWN LOLLS, 
CaJBOY DOLLS, BRIDE DOLLS and many more in Lilliputian cuteness and 
clothes for each made of durable vinyl in a variety of designs! 
Your daughter or your niece or the cute child next door v?ill love 
you for this gift. She will play with them for months and not gT^\: 
weary of t?ie:n. V'hat a fai.illy for a little girl! Just thinh of it— 
50 exquisite little dolls with clothes for each doll, in beautiful 
high-impact styrene plastic and hard synthetic rubber at this 
unbelievable price!" ^ 

"Kenncr's Newest Racers... SSP Super Sonic Po\;er. . .Collect 'eml 
Race 'eu!...V7or3d's Fastest Racers!" ^ 

"Join Ncrw! America's only Monster Fan Club. . .AnSOLUTKLY FHKK! MA^ii' 
. LIFK SIZE MOON MOHSTER. . .over 6 feet tall! HorrilVingl Kxciting! 
Tiirilling! ...It's all Fffii: when you join the monster fan club. 
Membership fee $l...no dues or other charges. Hurry... Be the first!" 



Mr. Chairman and mei'ibers of the Coiiimiss ion. . .here are the dolls. And hei'e is anotliw* 
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ad offering 100 of the saine dolls for the price I paid for 50 dolls. Itoth ads 

are from the same company, at the same address. Both ads state that 50v^ 3s 

required for postage and handling, yet the postage on this package was only 12sf. 

"Now yours from Columbia-*-At Truly Great Savings. . .any of those hit rocordG 
for only $2.86. . .Here 's our best offer ever! Join right now and get A% Hk 
of these records for only $2.86 and all you have to do is agree to buy as 
few as ten records (a*; the regular Club price) during the coming tv;o year:-.. 
How to order: If you do not want any record in any month— just tell ui^ so 
by returning the selection card by the date specified. . .or you may use the 
card to order any of the records offered. If you want only the regular 
selection for your musical interest, you need do nothing--it will be shipped 



1 Giant C omics, "LUlle Ar chie", No. 68-Nov. 

2 Comic Book: Our Army at V/ar, featuring Sgt. Rock, October, No. 237. 

3 Archie Series Comics, December 1971. 
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to you aulunaiically. And from time to time, the Club will offer some 
special albums, vhich you may reject by returning the special datod form 
always pro-/ided--or accept by doing nothing. 

.,.Do ve not have a rule covering the charge for "doing nothing" ? 

"What kid v/ouldn't vant a Giraffe, a Hippo or an Elephant to call his very 
own? New participating ARCO dealers arc giving away a gair of toy animals 
absolutely free with a minimum ejglit gallon fill -up." ^ 

..•Thus we sell through kids to. their parents. 

."Throw your voice into trunks, behind doors, every\.?herc. Fits in* your mouth 
out of sight. Fool teacher, friends, family. Free book on »Hov to Become 
a Ventriloquist * . 25^ " 3 

...and* fool the buyer, too! 

"Get your Dr. Seuss Horton. A perfect conpanion for each girl and boy... 
send $2.93 plus t;;o labels from any of tr^se IIABISCO Cookie I5rands and get 
your vei^' own inflatable Horton the Elephant. . .Watch Horton Hears a Who 
on CBS-IY..." ^ 



.$2.98 for a balloon??? 



^tm\i CMyliil!) lill^-^Wy ;^g5lfIS^5 



. I. -J J 




ItVQU coflct n^ o v„7-6_ln rh'-)n t "lirr in 
ona fnonih vvf>ti UJ you ?f><*n^^ 'liSL 
disc cyar >'0 v/? 

Fantaslic ntw method of croi'/ino li:IUT.' 

tipplianccs, dro23 or clcvalorc. 
Send ?,r»^ tciinfor: »'h!o\v to be* Irillcr" 



Q' uj o.^i «s j.c^__ i 



"I increased ray Bustline from 35" to a full 39" in Just 8 vecks vith the 
Mark Eden Develoi>er", says Anita Paul. ^ 



. . .No comment. 



The Flintstones and Pebbles, Charlton Comics, Columbia House, February 197-1 • 
2 Sunday Comics, The V?ashinr,ton Sta r, October 17, 1971 (ARCO ad). 
Fla:sh Comics, Honor Hour;c lYoduction Corp., November 1971» 
Sunday Comics, The Arizona Repuhljc , September 26, 1971. 

5 Batman and the Flash, January 1971. 

6 Motion lecture Macazine, November I97I, p. 73 AND Parents Macazine, November 1971> 
p. lUl. (!!!) 
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Many of these items are all too familiar tg parents of 6-12 year olds today. 
We >7ere suckers a Generation ago for the ventriloquist mouth pad, or the instant 
bust or muscle builder. Purchasing the item brought you disappointment, and a nc\; 
listing on someone's junk mail list. Selling a child a pile of plastic today may be 
humorous to the sellov^ but apparently it is the beginning of disenchantment for 
the youngster \iio fills in the coupon. 

Comic books today emerge on the vorld market at the rate of 300,000,000 per y 
If tvo thirds of them re*T.ain on the AmericaQ scene and carry 10 pa^es of advertising 
(a conservative estimate), that is approximately one billion square feet of 
advertising to children that should come under your purviev.'. 

TOYS AND CrlllK/J. BOXES 

The back-of-the-cereal-box campaign goes unrecognized as the indoor 
billboard of the United States. The Cereal Institute recently estiraated that 
900,00^0,000 br:cks3de-n vere shcr.;n to Amerioanr- each year. This constitutes 150)000,000 
square feet of space. That js the equivalent of 30,000,000 full pr^e nev/spapar 
ads or 500,000 billboards aiming a message at your child. More important, reircnber 
that this message is set before your child v5th your tacit approval--you jnvite 
your child to read this commercial. Small wondc-r f."»ur cei'cal producing comxunies 
have bought at least seven toy conipanies. Small wonder they are using the fantasy 
world of toys to inveigle your child into wanting their super-sueet products* 

Here are some examples of the toys advertised to children on cereal boxes 

found in local supermarkets late in October: 

General Foods (Post) Pebbles Free yo yo inside 
CfCneral Foods (^oct) Froc.ed Rico 

Krin];ler; and Cinnamon P\ais5n Bran Vree Bobby Sherman record on box 

General Foods (Post) Alpha Bits Mattel Whlzxcr viih boxtops 50y' 

General Foods (Post) Crispy Critters Hasbro Free Hot Foot Racer in box 

Kellogg Corn Flakes Hasbro "Alley~Up Game" $1 

Kellogg Sugar Frosted Flakes Tony^s Bowlang Game |1 

Kellogg Rice Krispjes Basketball Go.me $3 

Kellogg Froot Loops Free PupTKit People inside 

Kellogg Raisin Pran 3-D Football Cards inside 

Kellogg Cocoa Krir;pies Free Zoo-Choo inside 

KcHogc J"*^^^*ra IMffa Rice Free Toolic Bird inside 
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General Mills Coiinl Chocula 
General Mil^s Froi;ty-O's 
General Mills Chcerios 
General Mills Lucky Charms' 
General Mills Cocoa I\iffs 

Ralston Purina Kaisin Bran Chex 

Kabicco Sveet V/hcats 
Nabisco Kicc Honcy.s 

Qual;er Qulsp 
Quaker CJaalie 
Quaker King Vita:.i?.ri 



Globe Trotter T Shirt $3.50 
Free Globetrot ^er Player inside 
Jade Jeweli-y 
Free Whistle inside 
14ystery Gardens 



Palmistry Puzzle 



$1.50 and $2 
? .50 
$1.50 



Free Kazoo inside 

Free Prehistoric Monster inside 



Space Race Game on box 
Gyro car in package 
Castle 



$ ^75 



I interviev/ed one industry premium expert, and he said: 

Back-of-tlie-b'r^x premiums are ceTdom test marketed ahead of time. • 
"FuiriDlrri^nt houses" handle the nailing vork for the ccnpanierw The^ 
fraiiLlc race to attra::t children has now become a pain to all the cereal 
compuiije^; they would l?he to £.ot ai;ay frora premiums but no one dares 
make t -"C firj:t move. 



It must be rer-iembercd, ho\'7Cver, that the preniuiu doc^ give the food cornpany 
a means of advertising its low quality food products without mentioning their 
nutritional wortla. (The Food and *j)rug Administration has no interest in the toy 
sales aspect of food containers; thus this breakfast table billboard and its tenvtati'.^r. 
belong to the FTC.) 

The bribing of children to buy a foodstuff based on a toy's appeal and the 
persuading of parents through exhortcition to the children cannot be said to 
strenijthen nutrition awareness. The ai-ticle belaw is from the November 1 issue of 
Advertising Af^e : 



Premi'inv: iinlo a Ultlo, 
hut ihoy h.ivcn't diocl 

New Yur'K. Otl SO-O^cmiiim'; 
have Ioii,T bf.i n r.-fi I of the bick- 
fnsl ccKol h'^t ,:o: Onl)l»r\ bull's, 
btidcdodh, kcokIs. dumn br;!:^- 
kts, >oii nun;'-- il. KcUoji spuit 
S3,00n.000 n :.o:ir cti pUMV=;i.r5 
in IPjT, th:n cul back l>«.c,itr.o 
they (lidn'l in. ]jc lo;.r»> iiji JS of 
lots who swuchrd . cnU \n ilh 
tnch now ]mku\:\ih\ offer nnd Ihcy 
were \v;islu1 on znhtUs. * 



were pr;tclicr.ll> cMinct. In 1^61. 
GcnoKil MilU incfl to slainji omI 
••f,nfij:cl<. sw jrw': nmi p.irninicks' 
as prrnviiMi. M/l offcicd "ir.for- 
malivo" bird po: ti ;;its. inslctd. 

Bui picmiu-.iis only fade a\v.«y 
from lime to Inrc They never 
die Witiu-.s'i n cm rent ad for five 
Pciil ccre.tls. The heLdhn^-* "V«, 
they're pi c-sv-cclonrd, conic m 
funny shapes and have toys in 
the box." 
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to. Choirrna-n, docs not the pachin:; of six differc;nl "puppet pcoiJc** in 
Bix versions or the sar.ic careal box belie previous tesUrnony that arlvertiser/jntii 
cannot persuade a cuGtcr.er to go on purchasing a questionable product? 

SELLtriG TimOUGH CIIILDilKN 

The obvious pluy of seining toys to increase cereal sales has a 

couTiterprirt In the aditlt v:orld. We have already cited the ARCO advertisement vhercV./ 

children are voood for tlio adult business they can bring to the ^as pump. Tv/o yeur^ 

ago, Texaco vas selling a toy tanXer vhich vas only available at their stations. 

Today BP offers kids "free" sev;-on racing patches vith every 8 gallons of gas— and 

genuine raciri^;-; jac}:ots for $5 each to sc.; the patches onto. Cit^o advertises: 

"Get the Laker Special or the Can Am Special. They can roa13y go? Heed no 
battcTle^. 5 ;iu3t out the T-3tick and V-ro-o-m! Ask Morn or Bud to drive 

do;m to CITJO arjd c,et you a racer or tvo. On.1y 99^ each v:ith a $3.00 purchr.ie 
at CITGO." 1 

Jt nay b'* of further interest to ptrenls to read this excerpt from Plflvlhln -T. 
magazine, September 19Y1: 

David B. Locktoii, foniier President of Ont?rio notor spccdvay, has 
acquired the rights to license "the Johnny Lightning for aroas outside 
the toy field. . .Lockton stated that the na^ic has 'great potential for oil 
and gas additives, tires and high pcrfomunce products. • Lockton said that 
recent surveys shc.'ed that there is an .-ilmost 'universal reco^jnition* of 
the na»!ic Johnny Lightning eonong adults as v/ell as children. Lockton noted 
that he intends to license the name in the areas of clolhln^; and food 
products ." (emphasis added) 



Even American Airlines has a link to the toy vorld. Qlieir "In Flight 
Shopping Service Magazine" advertises a "Hide 'Em Jet" for toddlers at $15* This 
is the SOTS toy, complete v/ith Anier-can Airlines insignia, vhich Kusan, Inc., 
advertiser, in Parents ^ V?ontnn's D ay^ l!cColls , Rcd bool: and Family Circle . In fact, 
Kusan (Or is it American Airlines?) has arrangid for twenty television rtations 
across the countiy to give away the toy on progrn^as having awards for children. 



r"j:unday Coniios, The VJar./iington Pont , November 7, 1971. 



lERlC, 
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Local stores ercpect to seU the toy for about $8.50, even vhile M is beinc so 
free vith their lo^^o and charginB $15.00 for the same toy. 

These exarr.ples succest that a veb of toy salesmen exercise their skills 
to try to pry coins fron; your child's pvrsc, and from your o;m. This is a 
profitable business, as exemplified frojn th, excerpts from toy corporation 
Anmial Reports in Appendix A . 

TV VOY a dv?: htising 

Television unquestionnably dominates the field of toy advertising to 
children. We have testified on television practices before other Coimnittees 
and Cor.miS3io*is and will nov hiGhliglit a few points from that testimony, ./cid^i^icnal 
material frOi^ previous statements is contained in the Appendix. 



Everj'- parent knows that toy advertising is very season:?], but this 
graph shows it rather drfjnatically: 



1970 

Data fron Broadcast 
Advertisers" Repoi^ts, 
Week Knding: 



C 
h 
R 
I 
S 
T 
M 
A 
S 
« 



Jun Sep Oct llov Dec 
7 j>o 18 29 20 



[J u 

Dec Feb Apr 
27 11 



Niunber of toy ads in 
week of network 
children's pro^irans 

180 



160 
1^40 

120 
100 
80 
60 

i+o 

20 
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Television toy advertising has produced so many irate coniincnls over the part 
few yearr. that the National Associj;tion of Broadcasters Code Authority j.n;;bitutcd 
a nev; toy advertising code this year. It applies only to conventional toy 
advert isc-rs and not to those vho advertise toys as preniums for other products. 
The cries of an-uish over this iribalance can be heard from Hawthorns, CaHforrjla, 
to Sprinj^field, M?,s.'5c.chu3etts. 

Producers of TV toy coTJUcrcials today say some ad maimers are following tlic 
Code, v/hilc other:, are v/inliing at it. The poor enforccrr.ent record of the WB 
Code Aut>icrity leads to vide fluctuations in adherence to the Code. 

Perhaps the best inslcht into the ethics of thc3c vho advertise to kids can 

be dra\;n froin this October corau^nt by a major producer of coiruicrcials: 

"IK ADVERTxSIKG TO KIDS, YOU DOirT H/vVE TO BK O'KICKY, J'UST... 
...AlIHH. ..C/.Gr]y." 

A writer of television toy commercial scripts, now retired, -revealed ilnst 

MCcli. that • • • 

"I WROTii: FOR Tllf;l! FOR YllAliS AI!D I KTIE-vJ I VJAS LYIIIG THROUGjI TECTII, 
BUT I IM) TO MAjIE a LIVING." 

As you will note in these commeicials taped for the FIC library on 

Saturda^'^ mornincs over the last month, adults are well polished in being "cacey'* 

with their four and six year old viewers: (Seo Appendix I for Storyboards on sonie udr 

"•...The beautiful people have beautiful hair and beautiful 

clothes tliey ]ovc to share. 
There's Crissy and Velvet and now two more. Mia and Kerry, 

so nor.; there are four. 
New Kerry and Mia, each with their ovm outfits. Additional 

outfits laay be purchased separately. They're Ideal." 

This is the cold cc™. To keep him av;ay you hit him with 

your vitamin pill into somebody else's corner. Banr^. He's 

out. Last one in is a winner. . .Terrific. . .Don' L CaLch a Cold". 

Now you cr,n play Noah. Participating ARCO dealers have I5 pairs 
of animals to collect. You can even get NoaJi and his Ark. 
Just ask for complete details. Stnrt playing Noah soon. 
Don't v;ait for a rainy dciy. A pair of animnls free witli a 
minir»ixn 8 gallon fill up." 
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Parents vho wince at the seasonal tidal wave which encourages their ch51d 
to demand some exotic plastic toy may find an unexpected ally in their loc€d. toy 
retailer. With the exception of the toy supermarketeers, toy'vendois do not 
like the massive advertising of cf=*rt toys on television. Complaints about the 
ads include: 

VThey create a demand avray from quality items," 

"They invite disaiDpointments and irate parents the day after Christmas." 
"They favor the toy supermarket depots." 
' "They sel] junk." 



Toy supermarkets are afforded "taglines" by major i^njiufacturcrs an 

return for substantial orders. These taf^Dines pen^iit the tcy supermarket to bo 
identified locally as the place tc get the nstionalJy advertised toy. As a re£.ulb 
the viev/er is led to believe that the toy is only avcdlable at the location mentior 
Small toy vendors shout that this is unfair. They cannot afford to buy ta^-lines 

and they are not big enough purchasers to win the manuf actxirers * largess. 

A major toy advertiser in the Washington area, and an example 
of the supcmarket-type toy operation, is Toys R Us. Their ta^slune is no\7 
appearing with many specific toy advertisements during children's programs. 
In spite of this, John dray of Lash Distributors and Toys R Us wrote us 13/2/71: 

"We have a low keyed approach to toy advertising. We aha our adver'ciscmonts 
to adults, rather than to^zards children. Ours arc display type ads that 
feature a broad assortment of toys. . .Basically, we attempt to promote good 
value and wide selection, instead of featuring individ\ial items." 

The toys retailers wc interviev/ed all agreed that there is lUtlc profit 

for them in the toys pushed on TV. The pricing of nationally advertised toys is 

perhaps reflected in this story of one of Mattel* s 197O racer cojnpaigns. The 

advertising effort was gicantic; the toy bombed. Supposed to sell near $10, after 
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Christmas the toy vas heavily discoiuited to such an extent that a Docal toy 
yholesaler believes Mattel was making this lacer available to stores at $2 per 
set. Even this did not rid Mattel of its huge supply. It took a post-Christmas 
fire in their Mexican warehouse to bring their stock down to si'/e. 

Parents who boil when a toy breaks down within days after purchase Mi^ht 
note that certain toy companies have a reputation in the trade for putting out 
fa'olty materials the first year and then improving the product the second year. 
Kenner,- a General Mills subsidiary, had a record player and tape recorder v/hich v/ere 
cited by a tpy wholesaler as being exainples of their too-often shoddy "first year" 
products. Kenner nianagcs to stay competitive by a rec^ill program which reimburses 
retailers year after year for returned products. Parents v?iO have Kenner products 
in a jvmk pi]e in their attic might note this company poD.icy and demand re inibui cement 
Other major toy companies take less responsibility for their faulty prod\ictc. 

In conversations wilh ? mii-iber of toy oulTcts, we hoard eons Iderablc praise 

for one company--Fisher l^icc— \7hich apparently has a higher standard of toy design 

and manufacture. The mention of Mattel elicited few complimcnts--cither for their to 

or for their business ethics. 

Over 50% of the toys 'heavily advertised in this country contain foreign 

made parts, with Hong Kong, Japan and Taiwan being the principal sources. 

(The west coast dock strike has upset this year's imports from the Orient.) 

European toys, particularly dolls, arc also a major item. 

THICKS OF THE TRADE 
The advertising of toys reaches a frantic pace at this time of year. This 
advertising is part of the "deal" which major toy manufacturers make with those 
stores v/hich buy their jtcmr,. At the annual Toy Fair in New Yorh City each spring, 
not only are toys sha</n but advertising budgets are promised for the promotion 
of those toys. Some stores re]y on these promises, hoping the demand will bring 
them easy profits. The record of manufacturers' delivering on their promised 
television ca)npaicns is spotty. Many a toy budget is "adjusted" Ictwccn the :;priiig 
Toy Fair and the prc-Chri«tiiiar; splurge. 
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An insight^ into the ethics of some segments of the advertising market today can 
be gleaned from trade publications through vhich toy merchants tall: to each other. 
After the sprin- Toy Fair, the three major irade publications add fervor 

to the sales drive by repeated emphasis on the urgent need to sell, sell, sell. 

The following quotations are from the September I971 issues of Toys , Pla>d;hings 

and Toy and Hobby VJor M; 

•'Every manufacturer should V7ant to advertise in [the November and Deceiaber 
issues], for both v'xll give the manufactux-er a final penetrating thrust at the 
heart of the toy Tr:ar];et, and each nr.nufacturer's advertising in these issues will 
show that he is genuinely behind dealers all across the nation." Toy and Hobby V:orld 

•'The November issue of Toy arid ?Iobby VJorld will feature what can be done 
to squeeze the most possible business out of those last few v/eeks and days of the 
most productive part of the year." 

A spokesman for the G.T, Morrison CoLipany, a chain of I5 variety stores, 

says that one of their best items has been the Spanish- speaking Barbie Doll. He 

says, "We're in the right location for it; JusL along the Mexican border." 
Toy and Hrbby VJorld 

Fisher-Price (a Q:uaker 0-:\ts subsidiary') advertises "on netv.'ork IV, first of 
all. Our nev7 coinpaign on ABC and CBS has been ex"panded from 8 \;eeks to 10 ^/eelis. Parcel; 
will be treated to a brand new Christmas cohiiucrcia] . " (emp'iasis added) Toys 

Kohner's (a General Foods subsidiaiy) boasts in Toy s that "millions of 
•busy baj'-er?;* ^nll be vatchinf Kohiier sa^nratlon advertising on these top-rated 
network shows: 

Audience 
5,770,000 
3,610,000 
360,000 
5,170,000 
6,070,000 
090, 000 ' 



CBS 


Family Affair 


11:00 a.m. 


ABC 


Bewitched 


12:00 noon 


ABC 


Let 's Make a Deal 


1:30 p.m. 


NBC 


Doctors 


2:30 p.m. 


ABC 


General Hospital 


3:00 p.m. 


ABC 


One Life to Live 


■ 3:30 p.m. 



Also in Toys , the Ideal Toy Com.pany boasts: "Ideal has a brand ne\/ doll. 
The Partridge family plays ^ath her every week on network TV» Starting this Fall 
on the ABC Television Net\;ork your customers will see Patti Partridge on tour wi"* h 
the famous singing Partridge Faiaily. Patti wiDl be on week after week—and she'll 
go everywhere the Partridge Family goes.^.Ov^er 25,000,000 people will sec Patti 
Partridge on the shov and Ideal wil3 back it np V7ith its ovm heavyv:eight promotions... 
Little girls all over the country v;i]l want a Patti Partridge dol3 for tlicir very ov;n» 
So stock up now! Let Patti Partridge and the Partridge Ffunily ma]:e beaut irul music— 
and pro^its~-for you." 

Me corresponded with ABC and the Ideal Toy Company after seeing this 
advertisement. The responses are yet to be seen. Maybe this Commission can 



produce a reply. 



In the soiie month, t}:e Showcase section of Rlaythin^^s reported that »'a nev; 
royalty line of products based on the TV s)io;; »'The Parti-id-c VanMy" has been 
introduced by Saa] field riioli.shiii^s Con)\y^.iiy. The line includes* a Riper Doll Vo:: a 
Punch-Ou'. rarer 'DoU Lock and a co36rine; booh." ' 

'Toys reportfs that the *'Guad Mr.nufactiu'inf^ Corporation has sicnod a 
licensing acree.ncnt v;ith Kobert Keeshan AcLOci^ttes to nanufacturc Captain Kangaroo »s 
Dancing Bear." 

GAT Vie\/r':aster boar-ts in P3a/uhJn,^s : "...oiur coiiLncrcials wiJl be seen on 
the most popuJar children's sho\js every sVcurday. Shows like Bu^s Eiuihy/rvoad Kuiiner 
Scooby-Doo, Tne Horleri Glohstrotter.^,^ Archie, The Morilcecs, Jettons and more... 
In addition ve are co-sporjiioriii^ a 90 ninutc special shov; on October 20 featuring 
the opening of Disney V.'orld in Florida. And this^prcniscs to be the biggest 
children's special of the year...Al] in a31, this ineans a lot of hard selling for 
Viev/master. VThich should r.alie your selling .job easier than ever...*' 



If these frantic cojri^nerci al e/forts yere to be aimed at adults, v/e night 
dismiss it as a "normal" part of the prJv^ite enterprise business v/orld. But it is 
appa3.1ing to i^ead: "...still plenty of tiji:e to help you moJ:e a killing..." and 
realize that their target is your child and inlna. 



TOYS TIED in TO TELEVISION 
The Partridge Family will not be the first television program to display 
a product directly on the program. Romp^ir Koom has received a lot of attention for 
"'ts constant use of jts o;;n coinriercial products.^ Bono the Cloun is another progra-.i 
which might bear a closer look. The Septeraber issue of Toys magazine carried a 
story on Bozo, vhich mal^.cs interesting reading: 

Bozos may speak different' natjve languages around tlie ^/orld, but they 
are all saying and doing the samelLhing, and every one of them has the sajne costume 
makeup and general pli^^'sioal and emotional mnkeup: tall, agile, athletic, healbliy 
and happy. If you look at the I'ozo porforj.iing in Chicago, you co\ildn*t distinguir.h 
him except for language from the Bozo performing in San Juan, Puerto Rjeo... 

"As a corrnercial enterprise, }k^'/.o the clo^vn is big business, in the same 
vay Smoky the Bear and Raggedy Ann are big business. The live emd taped IV shov:s, 

plus the cartoons, reach rn estii^iated US and foreign audience of 30 million every v;ed 
It's a pre-sold audience for Bo'/o merehajidise and at latest count slightly more t)ian 
50 manufacturers are producing a variety of merchandise featuring the Bozo 
chai'actcrizatjon, including toys and games, toucls and sheets, sponges and plastics 
and various national or regional food:;." 

^ Hasbro features Rompor Room 'toys, the Romper Room progrc'im, and even Romper Room 
schools. Sec appendix 1^* 
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Here is the list of Bozo product licensees**- : 



Bozo The Clown Product Licensees 



Allison MfinufaLdirins Co.. Inc. . . . children's l-shirh. 

Icrry cloih bibs .md coiio i f n\i p.n t.n.'^ 

niue Kihhoa i iitLrpri^c, Ini. . flop n I\)p 

iJrndlov Time I)iu>ion. I.luiii \jtion.i! \\;ilrh Copip.ui) 

. . .children'^ \\r\\l \\.'.ivhc> 

nrook1>n rrodiJtt>. Im. . . . chjiilrcn\ b.itii sponiic in the 
form of a pupp»:i-t> pc hand, o:hji ^pon^c rubber producu 
Colorforins . . . pl.isiic dio-LUt ihape^ (>tick-on to>s), 
m.ipic movies 

Conwitoawcuhli To) & Noicltv Co., Inc. . . . shoe bnp. 
pnj.ima bag 

iun Cooper, Tnc. . . . h.iHo\\ccn and ni.iNqiici.ulo costiinKS. 
p.ijani.i cOitiiii'cN 

rtrrcn Gcrbcr mid AJ»iOci.ttcs . . . anini.iicd v\indou dis- 
plays 

Hasbro Itiflustiics. Inc. . . \c'.unc u't pjn.il-bj-r.iiuibcr 
set. chalk bo.ird. riib-on color Ir.ii.stcr \c\. t.ilkn\. tele- 
phone, ciini b.iH \t.ndin2 b.mk. potiiiu ncad pJ ly nci, Iho 
briic pijiur\' refill 

Holiday I'liMiNhin'^ Conip.uii. Inc. . . p.»pcr p.iil> cooiK. 
baby pifl and vl.ovei e.iuU. siuk-t)n l.ibeU 
|dc;d 1 ov Coriw»r.i(i(Mi . . . infl.ii.ible pl.i>tiL' bop b.r'. roly 
poi\. ch.fjr pi inIjc pl.i> lioiiNe 

iiic n.irri J«M»o Ci. tip/jii . . -.ouint: fp eh -M 
Ktinicr Prodticl> ( onip.ini tob.ir nIMl-n. film sirlpN 

Knlckirboikir Tm Con.p.iiu. Ine. . . r.i-j doIU Imid 
puppet \ .md ni.irion.ileN, plush di^lK h.issOvl.s .-nd Bend- 
r.ni dolls. \leep»ni! b.i:-'^. ^injl roK p^»l\ uiih lIihi'l* or 
spc.ikcr, haivjiny *nu»bileN. nu»IvIi pi iies. b.iN-rcliet \\.\\\ 
p!.ujiic< 

Ktdtncr Wros.. Inc. . . . doll on tra|HVO. push biMioii 
iiKiiionetlCN. di»ll on pcxIeNl.il Npinniny liu, Irieky \V,dkcr 
Ii>>. )umpkins 



uisinbitiors of bagrcd 
. . b.^lloons 



Tel/cr Co. 
niii.'. ^vall rite 



. . st.iinfcss 
liU\ b^Mtcb 



leisure DuiaintLS, Inc. . . . pl.iMic toys in v.trious si/cs 
l.ittic Kcnn> ruhlications. Inc. . . . lio7o's )Uippo 
I.J Sander "luftcd l'rudiscl>, l.ld. . . . ch.if.ivU'r rujs 
Mnlltl, Inc. . . . i.'lkinc c'oll ;\nd talking and langhms 
h.ind puppet, tall^in? Patter Pal 

Miner Industries, Inc. . . . thildicn's masks, ailult masks 
Nt%a-Slip Comfort Coicr:^ Inc. . . . blanket covers. 
pillo'A co\erb 

0"ens-1llinois. Inc. . . mcl.iniinc dinPi'ru^ito 
Taity Paior Toy C oiiip.nij 
Bo70 parlj f.iNor> 
I'innci r I'.nor 'lo) Conip.ini 
I'olcsl ir. Int. . . . t.illsin-. bool 
QtiiKnl l)iu\ion 1 he .^ldII ^. 
Med Cfiini* ttten^ilN, dnnkni 

pl.ltC 

'I lie Ko.fliA C»., Inc. . . . sliding sqti.ire pu/zlc game, 
kilc. )0 >o 

St.ir .Mcich.n\disc Co.. iiie. . . parly f.ivu.'s 

Ta?co rrodircli'iiis . . . c.irie.iUiic p^Js'cr*. 

Toy Iinini.i(i<>iiS I.ltl. . . . caitoon piiniing sets, toy tv 

sets 

L'niwrs.il T amp Co.| Inc. . . characlcr l.-mps 

V;ir^iO llnu-ie. Inc. . . . t-Nlrits. swe.il slnrl^ in .idult nj/os 

\'ti,;.-i;:L N!.' iijf.'ttHMii:; OluMon . h 'lloon \cni*inp 

n'.nebu.es 

\'isii.d P.ti.i Curpor.ilion . . . '^■D film shdo ^t\\y vjcucr 
WauiM'd.l ^lll^. OiuNinn \\. 1 oi.nis'oin Sons, Ini. . . . 
lo\\ei%. sheets. pilUnu.tses b.iihmals, shouci curtains, 
bcdspre.ids. b.iby bl.tni.ets. plastic' n'.ujs. qiults. cojiiiorters. 
dr.'.perio^ 

Wi'Slitn rnlilisliii.;; Co:np.ui>. Inc. . . . punvhout and cul- 
otil books, ai'liviiy booU. M.iirie SIatc<. Morv books, 
p.iintiiii: and coloiini: Kxik^. coloi mi: craj ons 



I suggest that these toy practices, these ethics, these propaganda 
campaigns are proof enough that the FTC shou].d expand its activities in regard 
to children, and that a Children's Merchandising Division is long ovevdno. 

We cannot raake specific recorunendntions to laoderate tlie use of toys to inveigle 
children to sell to the3r parents until a deeper ana3ysis is made of these 
practices. Suffice it to say children should oe alerted v/hen they are losing used. 



^ To^s, SeptcmTjer 1971, P. 57 
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PILLS Alrt) YOUT{ CHILI) 
We have already noted tho link bcUecn food compa!>ies and toy cojnpanies. 
NoM? Fred Flintstone can shov; you hov the toy and cartoon vorld introduce the pilJ. 
culture to today's children. Fred has a chi3d nar.cd Pebbles, and there are tv/o 
variations of a General Foc''^ cereal called "Pebbles", Fred sells vitejiiin pills 
for kids to take "v;hen they don't eat right", lie evidently also advocates aspirin: 
in a FcVrur-ry I97I edition of Charlton Comics, Fred's boss deflects a boulder, and 
Flintstone advjses hira to "take a couple of aspirin, boss. Your head v?ill be fine 
in no tiiT.e!" 

Vitanin pills are not often seen in comic books, but on television Flintstoncs 
Pals, Chocks and chocolate coated 7estabs are Ciithusiastically advocated to chjldz^en. 

Advertdsins in the midst of the Saturday mornint^ cartoons contnjns 
the pitch: 

*'Hcy hotshot (svirrj^.er) , v;hat kins of vitaidns does your mother £ive you? 
Bey: Checks,,, Announcer: V.^by, bocabr^c she J^fiov:::: you don't eat ri^bt? 

Boy: Yeah. Annooncer: Fmt vhy Chocl'.s? \Jhy not one of those otlicr shaped b.'^undr 
Boy: Those are shaped for liutle kids,,,'' 

OR 

Man: ,,."You don't eat the Pal's Club Arnold, 'Ion {^ct Jt in the laail free 

vhen yoxi send in any box of Pal*£; Vltaniins, Arnold: Can i hnvc dally 

Pal*s Vitajnin, too? Man: Sure, Arnold: I love the Pal's Club. Ilan: To joLn,!lc, 



In a lonp; statement submitted to me on May ?5> 1971> the day before I was to 
speak to the National Association of Broadcasters Code Authority Revic'.» Board, 
Miles laboratories started out by denying that Chocks and Flintstoncs v;ere 
vitarain pills at all: 

"Dietary suppleraents of vitamins and minerals are not 'drucrs' or ' 
•medicines'. ..Rather, they are foods, as classified by FDA in 21 CFR Secbxon 125. . . 
?Sidren's dietar,^ kpplLents such as Miles' Chocks and FJintstonos P--c>d^.ccs 
are not •vitamin pills»...A plU is defined as "a medicine .n the form of a liUle 
J^ll or cnall rounded mass that may be coated or uneoated and is to be sv/allov/ed 

are not ^^^^U^^Tl^^r^^^^ to be chcved or dissolved m the child^s ,.outh, 

are ^^^f^^J'';^^ ^^rrer than most pills, and tlicy arc not sh,ipod 

??L"?lir C h^^^^^ -ique to themselves and which distinguish 

them from medicine pills." 

After tins au:ipicjour. bopntiinj':, MUcs went on to state: 

"Mile*! Laboratories, Inc., markets its chewablo dietary supplcmontr.- -intended 
for comm^tiou ^vj childron in the a^e Cx'ox'P ? throurf. 12 yeur.-in Ir.rc.c pc>vL . 
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through advertising on television. . .Dietary supplements intended for children 
are nutritionaJ.ly valuable and hi^s^ly needed products in the United States. 
Advertising such products directly to children encouraces them to reL^ilarly consuin- 
this beneficial food. Hence, such advertising should not be condenned," 

"Although it is the parent v:ho netkes the detemination as to vhcthcr or 
not to gi^x a child a dieta-y supplement, exposing the child to advertisements 
aimed at creating an a\/n.reness of dietary sup^j] er.ents and i}:ejr irnoortance helps 
insure that the child will approach the ccnnujT.ption of dietary supplements vith a 
villing attitude and encourages hiju to reiidnd his parent to give liirn. his dictaiy 
supplement evei-y day. Our orpericnce has sho\/n that these dual goals cannot be 
efficiently ; fecco:r.pl i she d by advertise nc directed primarily to parents. 'HKmphaFis added) 

"•Miles Laboratories is firmly convinced that the manufacture and proinotion 
of high quality vitatnin and vitauin pDus iron products for children represents a 
significant contribution zo society. Dietary supplements are of inportance to 
the chilrVs future, a>id ve therefore believe it is imperative that \:e and our 
competitors continue to advertise them to children directly." 

Pals vitamins, a product of Bristol -layers, are made in the fom of 
Sesame Street-type characters who eat each other 3 they sing songs about health and urge 
youngsters to counter Mother's food advice^ 



Zestabs, a product of Hoffraan La Roche, are newly decked out with a 
chocolate covering. They were pxeviousDy advertised by a Supennan-like 
"Supermouse" . The Zestab ad must violate as many broadcast ethics as any other 
single ad. 

In this ad: 

1. A medicine is given the image of candy, thereby inviting self-dosage and 
over-dosage; 

2. To avoid the Code Authority ban on advertising medicines to children, 
the announcer throv.»s in a fraudulent appeal to "Mom"; and 

3. The appeal invites a child to reject the nutrjtjonal advice of his 
parents . 

Chocolate-covered Zestrjhn cost each; Pals are 2.3?^ each; and Choclis are 2.^^- each, 

A local drug store chain sells plain vitamhi pills for 1/2^ each. 



? 
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This Cominission has heard much fiom the public and the FDA about over-the- 
counter drugs. Children Vc^tching television see many of the c.'«linatives aad scdativco 
urged upon their .parents. Inr.tcad of having a public carapaign on children's telcvi: 
advocating to kids that they recognize nature's distress signuis for \;hat they rca]]y 
mean, vre have here the child's version of the pi31-lakers chorus. Flintstoncs, Pals, 
Chocks and chocolate covered Zcstabs are medicines and pi.lls, reg:<rclless of Miles' 
claims to the contrary. The NAB Code Authority has ducked this issue entirely. 
Incredibly, some of the nation's nutritionists v;ho admit to being appalled at the 
foods being advocated over television, excuse the vitamin pi}^3 ads on the basis that 
they repair the daiaage doue by th? inferior food products sold to kids. 

The Food and Drug Administration has been urging this Co.viission to act on 

over-the-counter drugs. I u^^ge you to start with children's programs and vitaniin 

pills. I then urge you to move on the aovertising of all calmatives and sedati\cs 

during hours v;h«in ciiiDdicn ma^' be vatcl-iug. \7hethcr the link bct::^?.! cvcr~thc-c ountcr 

drugs and today's drug epjdciaic is ever proven, the absence of any messages on 

television encouraging us to "understand nature's warning signs" gives the v/atc]ior 

an unbalanced perspective of his o;vn phy:do]ogy. if you are to ban any advertising, 
here is the place to start. 

MY CiriLD'S PURSE AliD EDIBLE PRODUCTS 
The comic pages of the Sunday ncvspapsrs all over the United States contain 

a veritable menu of advertisements aimed at children. Milky V:ays, M ^-c M's, Snickcrr., 

Hershey Bars, Clark Bars, sugar, Oreos, Sugar V/afers, bread, che\Ting guni, peanuts, 

artificial fruit juices and frozen dinners are but a S!e\j of the foods advertised to 

children in these "funny papers." 

On one Sunday comics page, I.ibby says: "New Libbyland Dinners arc the only 

frozen dinners made Just for kids. . .Libbyland is vhore it's at. (Caution: Parents 

not admitted unless accompanied by children.)" ^ 

Hershey Says: "To malic milk taste like a Hershey bar, clip this Hcrshcy's 

Instant coupon/'-— A child smiles over the foaming glass of ohockolate jtulk. 



^Sunday Comlos, Los An -^.c 1 c & T imoLS , Sund,^, M-^y 23, 1971. 
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In ads pl&cod in practically every Sunday comics pace have seen, Wriclcy» 
claims to be "wholesome, delicious, satj sfyins'* ."^ (V/ebstcr defines 'Vholesonc" an 
promoting the health of the mind, spirit or body. How nutritious would you believe 
a stick of chewinf-: cu^»'^ to be?) 

In a full-paje comic book ad, Kool Aid says: "Kool-Aid Soft Driiil: Mix fun 
is a lot nore than sippin^s luscious flavors. It's balancing a Color-Chanfiim', 
CAMED V/IZ-Z-ZER on the tip of your fiTi^^er and watchinc blue and yellow dots spin 
into a green line;" ^ 

In the Appendix, v;e include nany ads taken from I97I Sunday comics paces 
and from comic books. Thus ve sell edibles to children in the print inadui. 
Food Is also used to ur^c the child to invoD.ve the whole household in othc^r purchasoc 

THE SIDES ATJD BACKS OF BOXi-^S 

Vfithin the last year, the side of the cereal box h?:s yielded j^orc nutrition 

information than ever before. At the scene tine, ho\;cvcr, the back cd' the box hcxs 

kept \:p thc: "bribery cfferr '/hich b?j, r-hnd t*^ rake hir. food dnci rAnnr^ on scmc 

basis other than nutrition. I invite you to review the Rice Krispien adc, both on 

the box itself and on children's television, and fiive an Jn-stant jud:;i.-^ent ar» to 

vhether the ad is selling a toy or a food. Here is the script of a current 

Kice Krispies TV ad: 

''There v/ill be kids everyv;herc. . . 
WaXing up, waking up... 
To Kellof^g's Model Sports Cai^s... 
Waking up, waking up. 

Now from Kellogg *s Rice Kri spies 

Get a "Mod Rod" Model Sports Car kit! 

Get a Porsche, • • 

Jaguar* • • 

Corvette... 

or Mustang! 

0!{E FREE v;ith three "Mod Rod Seals" from three 
specially-marked Kellogg' s Rice Krispies cereal packages. 

Now at your grocer'n.** 



^Sunday Ccnics, Tgni pa Tribute , October 3, 19Y1. 
2Arohie Series Comics, Dccerober 1970. 
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If this creates a question in the adult *s jnind, it must also create a 
quer>tioij in the child's nnnd. It riust also indicate to the child that there is no 
rational \;ay to go about food selectiou---that food can safely be chosen on the 
basis of a jingle, vhir-.sy, or a racing car. See Pages 6 & 7. 

TKLEVISIOI-] EDIBLES 

Television h^3 by far tlic greatest punch in portraying edibles to children. 

We have co:;.n-ientcd upon the advertising of edibles A.'ith some care before the 

Federal Cc::jaunicalions Coniiaission and before Congressional Committees. (The FCC 

comments include an analysis of the vasci.lQating role played by the National Associa 

of Broadcasters Code Authority.) Rather tlian repeat these previous statcraents , I 

inc3v,dc them in the App^-ndix. Tv:o of the tsraphs. however, arc paiticularly perlincnt 
The left-hand graph on paf.o ?1 shov.'s the types of products that a^'e 

advertifiCd to children during a veck of Ilotvork chJldx-en's prograiiic. ^ 

You v;i31 note tha'u cv^cr 50p of the ads arc for edible prodiicts. The f/raph on 

the right on page 21 shovs which edib'ie pi-oducts ciie advextised on ncl/Oo.}: 

children's programs. The grctph sho;;s t!i.;t 92 cereal ads aiid 50 ads for candy, 

cookies ?nd soft drinl:s vere directed at children that -vjcck by the th"'Ve net'.;orks. 

An additional 20 ads pushed snack foods and drive-in restaurants, but there vere no 

ads for vegetables, mi 3k products, meats or fruit s> at least on network W. 

The Food and Urac^, AcLminif^bratjon has no respons5.bi.l ity for the advertising, 

of food products, but they are rcsponsi'h.lc for 'the labeling of foods. They hove 

contracted v;ith the National Academy of Scj enccs/National Research CoiuicJl to 

pro/jde the proper guidelines for nutritional content of certain classes of food:», 

such as frozen dinners, main dishes, ready-to-eat breakfast ccrca3s, etc. )k)rp 

of the 3.969 White house Conference on Food, Nutrition and Health and proraif^ed qii-rlc* 

Fince that event by a badgered aiid bewildered FDA, the nutritional *5u5dc'l lir 



1 Dat^i for both graj.hfj Js from Broadcast Advertisers* Kcports, Notvorl; W, \loc]; 
Ending April 11, 1973. 
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for six groups of popular foods apparently have not readied the half\;ay mark in their 

development. Composite dinners may get recor.Lnonded 

guidelines before the eiid of I97I. Aecordints to Cornell professor KieJiarJ Havnec;^ 

Breakfast cereals ;:on't be considered untJ] at least Fcbiiiar>' 107P. Keam/liLle, the 
labels on food containers arc tinderccinf; termlnoloc^jj' chunr^es. Despite t;;o years' vork, 
labels on boxes, packaces and cans of food leave the consumer in J^^uoranee of the 

true contents, jiist like the advertJccraents, The FM, in seeking; to placate the 

food ind\istry, has become jnc-apable of mandatory guideljneG on anything. 

A national nutrition labeling plan adrninistered by FDA under a volunt:^}^ compliiince 

philosopliy \;iin have no impact, particularly if the fidvoHisernonts of tho foods can 

contraflict the 3obcl clciJms. A label which carefully spells o\it thr- })roLoin 
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provided by a cerLaiii iuod \;IU have lilLJe educational iiupac.l ii' the ad for 

that same food boasts of "giait size proteinV Cheerios, by General. Mills, is a 

with vitelline and nnnerals 
case in point. It h:.s b^en considerably fortified/over the past year, but it 

still does net pi^uvide sufficient complete protein to (l) rnalve one's mufjclec bul:,e 

or (2) give one the po,;er to chase elephants and rliinoceroses. Yet the 

advertisement on tele^'-ision shov/s just such thin{;s occuring. 

I have spolicri of l.ibby Fror^^n Dinners, and they provide a-iother cx^iplc 

of the contrast betv:ccn prorJso and delivery. Lobby's Safr.ri Supper, Sundovn Svp-.? 

and Pirate Picnic are the subject of a frantic advertising cr.mp^^li^a aimed at 

children. Th'- ads avoid nutritional descriptions of the product. I asked the 

Department of Agriculture for a nutrjent anniyr.is of the dinners, on the assunpLIon 

that they v.'ould contiiin over ?;i protein £;nd thus fall under the purvie-j of U3I)/-; 

but USDA had never heard of theifi. I v;ent to FDA aiKl vas told that thoir {!,-uidelincs 

for eoiaposite dinners \:oiild i^OT iiu-ludo cii3lcjrcn*s dinners and thau they did ncu 

They vould be analysed in oarly 197?. 
knov; the nutrient content of Lhe Libby lueals. / 1 also contacted Libby, both by 

letter and by telephone. Dr. James Albrecht, Dir:'ctor of Research, stated thdt v\.i'} 
they vere very nutrient conscious, .Libby v/ouJ-d malie no nutrient level decir.ior.s 
until the FDA acts. 5-1 C>^ of IT)A*s P.ccom'nended Daily Allouances v:ere their terporar 
goal as they adjusted their ln£ircdient and seasonings forjau.l.ation. Thus v:e find a 
major advertising campaign ajried at kids - selling a laeal of unknowMi nutrient value 
Vie rely 3 as elsev:iierc, on the corapany's ethics alone. 



The lack of ti-uly informative labeling, together v/ith these advertisl*ir, 
ploys, manage to keep the consumer in ignorance. I do not think 1 exaggerate the 
ignorance of the consmr.er, even if he or she* is truly interested in food. So v.vsiy 
foods have changed :in fonnulation and in fabrication, and so many foods have clu'injf- 



from vhat they were cvoii tuo years ago, that a veai-educated, prudent consuir.er 

probably cannot idenlil^^ the insredunts or assess the nutrient vorth of half the 

products in today's superm-irket. 

This stullin- and inueclsi . * s on the part of the NAS/NRC and the PDA 

leave the food industry ccnvpletely - .e to deseribc their pzoducts on television 

eomorcials in aL-nst any fashion tl.oy see fit. This vill eontinue to be true until 

you, Mr. Chairman, t?>e sor'ie action to correct it. 

Chainiiar., it is time that you acted on the rivertising of energy, 

of sugars, of proteins, of super-forbificd items, and in general on all edible items 

f"-Ivrirtiscd to children. 

Perhaps I should pause hcio to state lhat, while I ajn cenerKlly critica] 
of the vay ediblec arc r.o3d in this countiy, I cannot accc.r; all of the criticism 
that is directed at tlic food induritr^^ by tho-.c with a particular food bias. v:c are 
all food faddists. Such is the indecision on^ded by the nutrition professionals cf 
this country that fadaism sometin'or^ can imdeminc rational decision-2..-hinci abcul 
nutrition. It behoove^ the FedercJ. Trade Coraiission to rccognii,c that there raay bo 
faddists within its a,m ranl^s and to balance tlieir ideas vith otlicr perspGctives. 
Then v;hen outside food fafdists or industry critics raise spiiriou*: ar£7JM3nts or 
d\7ell in the halls of minutia, the Federal Trade Commission will be able to sort 
out tlie v/heat from the chaff. There is a lot that can be done to corx*cct food 
advertising, but ve sci-ve no good if we criticize industiy from positions of ignoranc 
or imdeclared bias. My o\m bias is that I recognir.e the luxuiy nature of organic 
foods, and heneo I do believe in restoration, enrichment and moderate fortification of 
foods as vc move tov;ard more and more engineered food products in our food supply. 

VOC/lHUJ<ARY 

I am a stickler vhen it comes to nutritional terns. I fear the vocabular^^ 
used by nutritionists is designed to cloud simple facts in cojnplo: uords and phrarcs. 
VJhile v;c cannot expect the Federal Trade CoiiLMiscion to re-desitn the vocabulary of 
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the nutrition profession, \7e can ask that the Federal Trade Coinmission regulate the 
usage of some terms uhich currently arc misused to deceive tlic consumer. 

Calorics are a ca;3C in point. Calcifies arc a raeasurc of heat or energy. 
Mos^ foods have a calorie content, and some foods like sugar have almost ey.cluslvcly 
a calorJe content. Sncar contains no vitajnins, minerals or protein. Yet the term 
energy is often used in current advertising as thou^^h it referrcu to the quaLlt:; ol 
nourxsljiaent to be obtained from .a food. 

Protein is another v:ord loosely used in current practice. Some decision 
needs to be jaade on wiielher the ad-iaakers shou-ld continue to promise "protein to 
build i>lixh\g bodies" ;;}icu in f:\ct the avaJlablo prolein in the product may not 
contain ^11 the necessaiy amino acids. There are tests v/hich can indicate the 
worth of a grain or Ic^jurac protein, as a fraction of ccc or lailk-deraved x^rotcjns. 

Some foods lend thcinc elves easily to a nutrition-^J. dcjc-ription. Others z,ro. 
more difficult. For soiiic foods, any nutritional in^'ntion \7ould be dcceivlnc unlcs.s 
it said simply that the item ")ias no food or nutritional value." CoiJiparati\e 
claims vhich stress the relative nutritive \:orth of a food item i)ose problems to 
this Comniission. In comparing the nutrient contributions of two or more foods, 
a "variation of 1 or of the I'dniiniuti Daily Requirement msans notliing, but a 
variation of 1 or 2 millicrams of a nutrient can mean a great deal. Again, the 
Federal Tra^'e Corcriission must soon decide v/hat is to be the advertising .lan^auG^^ for 
those who v/ish to make nutritional claims. 

We all realize that tliere is a disposition within the advertising world 
to warp adjectives. As an example, let mc quote an FDA speech on volmes and slric): 
fill:^ 

"•••v/e do have reservations about the meaning of some of the tcm^ we 
find being used to describe pachujes. It app::ai's that tlie to-ins small," 
"medium", and 'Marge" have been supplanted by superlatives such as 
"Tribe Size," "Patio Size," "Gang Sl^c," "Ketchup Lover's Ci'/e," "Coffee 
Lover's Si/e," and the old struidby that rcnlly intrigues ur., "l\m f.i'/o." 
A prcIiiaLnury anaJysis of use of the world "large" also disoDosed th:-<t Jn 



1 Speech by John OoMHla, Chief, Fair Packriging and Labeling branch. Office of 
Cow}^] i ancc, Kl;A, at a conr<MvncG, Uji LVOrr;ity of Ca:iifornju at Davis, Octcbcr i>, 
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a given food croup, it vas used to describe packaces veighiuL a<> little 
as 5 ounces, as Much a^ 1*2 ounces, with the following vef^ht^ tn boivexn: 
{, O, 9, 10, 11, 12, 13, 15, i6, l8, and 20 ounces." 

ait'exatiple 

We arc now about to provide you v/itli an example of the need for you 
to provide guidelines about the claims that can be made for a product. 

Here is a bovl of a new cereal-like delight vhich could be put on the market. 
We call it "Nutri-nos." One cup of this cereal-type product provides the eater vJth 
no calories, no protein, no vita-nins and no minerals. It is designed to fill you 
up, but not out. It contains no nourisli-nent. If this product ^-c-re advertised "on 
the radio, it would be in interstate coirjiierce. V/hut would you let the manufacturer 
say about this product? 

Is it a food? Is it a fun food? Is it designed to uske your day brighter? 
Will serving it to your guests excite them, deligiiL thera, and molic the party a real 
houscwaming event? Can it give one the fcelinr? of energy wJ Lhout the 

worries of getting fat? can one say it has a nourishing flavor, but no nouriehiiig 
ingredients? Pcrhapc you sraile at the jdea of foodless foods coniing on the inarket; 
but they have been around for centuries. We call them such nc.jues as "coffee'" and 
"tea," This product i/ould be the same thing, with bu3.k added. 

The verbal restraints which you should put on advertising this iteia vovJ.d 
become more complex if I told you that there is a second version of this product vhich 
contains some calories and a few nutrients. Can one claim they are bursting with 
energy, packed with the very nutrients identified as necessaiy by the National 
Academy of Sciences?Can one say they will pei'/iiit a child to nui and jump and 3.au-Ii 
all day?C;j.i one say they are good after football gomes, or that they u-eet the 
teenage spark3.e? 

Today in the ready-to-eat cereal world, the product.s range from cereals 
that are calorics and little elt.e, such as Corn Flakes and Rice Krispies, to 
cereals that are caloric-connected vitamin pills,' such as Tota]. and Special K, 
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Without FTC Guiacl-jncs on edible adverticinc terrainolocy, the purveyors of 

the least nutrition vill mask their foods uioh added dosea of fantasy and ^ju^^ar. 

The products end up soiuidin^ lj];e they have equal vorlh...but they do not. 

.NUTRITIONAL i30C)jJYTKAPS 

The Food and Drug Adininist ration is startin£$ to talk about the efficacy 
of foods. It is time the Fi'C talked about the most honest v;ay to advertise 
this efficacy. Should a ina?nifacturer advertise only the nutrients ho adds to 
the food product? Shoia-I he advertise the nutrients vhieh are naturally present 
in th: food after processing EUG the ones he adds? Or should he only cdvcrti^^e the 
na!-rjonts which clinical tests sho;-/ that the average consu^ncr v;ould actually absorb? 

I an talkincS about Ihroc alternate vays to dercrJbe a food's nvtrieut 
worth. The PTC r.ust establish virlch mea-i:; riosb to the i^erson vic;:s the 
advertisement. A vord of caubion is in order, hovwer: if the strmdurJs for 
advertising nutritional vorth are excessively sti'inco>it, food purveyor.^ v±3.1 turn to 
fantasy to deliver their ncssa^e; they will not run the risk of offcndinc a 
nutrition dictator. I believe, this would be a step backyard in icracKlyin^; this 
nation's nutritional illiteracy. FTC thus hos a delicate task to per Tori i. 

In a word, Mr. Chairman, tlie nc must develop an in-house nutrition capacity 
which it trusts i it must feel free to call upon a small niimber of ]iutrition advisorr. 
( pr e f e rub] y those \/ho t a3 v; i t h a m J n htvohi nvujibe r of c avc at s an a c on d j t i on al cl au s c r, . ) 
This must be done to give the public a restored confidence in the:lr food supply. 
It must be done to give the food industry a fair chance to properly advertise the 
.best attributes of its products. The nu tritional guide] ines of the Food and T)rvz 
Administratio.*^ are grossly overdue. I su[SGest that, if tlic Fcdcjal Trade Contiiussiun 
must await FDA decisions (and I hope not), the Federal Irade Coifiinission annoiuice 
interim giudclincs for the wording of food claims for products of different 
nutritive -v/orth, Canada, and several other nations, arc; far iJiead of the Ur.A on 

thifi .'-.core. 
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INTERNATIONAL HIPLlCATIOnfJ 
I would like to interject something here from a recent conference at MET. 
It is well kno\;n that the acricultural policies of the United States influence 
agriculture aro^ond the vorld. It is less well recognized that the food advcrtisin:, 
policies \;ithin the United States also aifcct nations throughout the world. T\ro 
committees have been rneetiR£:; in the last year on an international basis to try to 
bring order to :;or].d ad/ert:^ing of food. The conuri-ttces include industry 
representatives, as \r^ll as medical and nutritiorial profecsionalc;. These people 
seek to minimize the danage done by advertising the wrong foods for the \7ro:ig p^jj^jcsc 
to the v;rong people, I.et inc give you an excu.iple. Is it ethical to give staLus and 
publicity to au artificial infant miHc in a dcvc] oping African nation -^'licn the 
purchase of same ultiL'.aLely 3o-v/cr the nutrient inlalie of the disT''-liy poor 

family? Should such a nailofi ban food advertising or should it expect education?! 
food ms3sagL-s from the food auv ci* Lisxn^ sy^n^ur to tai\,e'c the picduct £,olcly to LLt: 
group that can afford it both financially and nutritionally? These gciitlernon 
meet again in tYie ccinin£, nonths, and they are v^ell auare that the food advert J fiing 
policies you set here, Mr. Chaiman will help or hinder food advertising aroujid 
the world. For many a product of dubious nutritional worth, the example of the 
developing nations applies equally \/ell to the poor of the United States. 

THK VUT.NEI{ABJJC C0NSU14ER 
When it comes to advertising foods and beverages to children, we must rcco^ni 
that the inherited food wisdom v/hich today *s adult received fro^n Mother and GrandT^.otlie 
is no longer sufficient for today's child, T}ie generation gap is novhcre so evident 
as in the kitchen. A moderate TV-uatching child views over 5000 commercials for 
edibles evei'y year. You have only to ta3J; to the mothers in the supermarket ais3cs 
to learn how effective is the sponsor's persuasion of their children. Children's 
advertising makes mockery of your previous witnesses' testiiaony that their mcs:;a::c:j 
cannot create a want. 
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At least 8 of the heavily-advertised children's brerd-.fast cereals 

have sugar as their primary ingredient, and nine cut of ten advertisements of 

edibles to children strcsr. sugar, sv/eetncss or "sparhle". In its repeated he:.;-}-;!., 

on a single theme, the sv.£ar compaiGn resembles the no;/-outla'.;cd cigarette cajipaicn. 

It vas not the individual cisarette ad that threatened the nation's health; it vas 

their co^nbined impact, nr. Jean Mayer believes that oui^ knovledce of sugar's deleter 

impact upon the body is aboul cis n.r advanced na; as \7as our kno->;led'^e of fat:, in 
late 

the /fifties. Su^ar and sucrose are very bad for a youngster^s teeth. The terrible 
state of our nr.tion's derit-1 healtli is indicated by the fact that, for every ICO 
Anny inductees, there are 105 teeth to be pulled and 600 cavities to be filled. 
The constt'nt a-ivocacy of s^jar to those in the a{5e group of 2-12 years cannot help 
but undci'fiiine the c.-,uticii.. of any pcavnu niid canr.ob help but inciac£;te in the c.iild 
an urge to sweeten aLnost eveiy food he caty. There arc sonic signs that W'jstcrri 
Blanks high sugar intake is creating a larger group of us vho reveal a \ailnerc. ilily 
to diabetes. J hold that this COiarission iwxz'c act on the m:iss advertising of 
edible products, as v;ell as on the indi\^idual ads;, and sugar advertising 5-hould he? 
the list. 

A CODE ON /J)VERTIS ING EDIBLES 
I dray your attention to a Code for Advertising Edibles to Children 
vhich the Council on ChiQdroi, Media and Merchandising redrafted alter subjrdttjng 
it in 1971 to a large number of food companies, advertising agencies and broadcaster 
V/hile some of the resi^ondents to our ]etccr did not favor any fom of HiOderation, 
the number that did eor.iinent \nth sincerity D.eads us to believe that the Federal 
Trade Conmssion might do veil to mal^e the developm^snt of such a Code one, of the 
first tasks of its (suggested) Cliildren's hfcrchandisjng Division. A children's code 
might cover all advertising to those under ]6. 
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cciM'ia's Or' earljj;r industry vjiti;^ssks 

The testimony previously civen this ComiL^sion invites rebuttal and, on 
occasion, ridiculo. To save space T have nalched soemin£:,ly coif 11 ctin^^ staterients 
by industry vitnecses in Ap^.ondix C. 

Several statenents need refutation here and no^-z.Dr. Seymour Banks of the 
Leo Burnett Co.npany testified before you on the really minor impact v/hich ad\rertlr.in{; 
to children has. In one part of his prascntation, he cast aspersions on the parent's 
influence on his child by saying, "^.;hy are parents being ineffecLive in this crucicil 
area?" I hold that since I9-75 television has become an additional parent in the honj. 
In homes ^:here the ".oleviric^ is the sccord parent, it is of particular influence, 
since it often play:- the role of babysitter. In fa.ralies vhex^e tv;o real parents- 
are present, television £*till represents the equivalent of a salesman belnt."; wnnlltoC 
to cor.e throuji the door t\r,.itj tiw^z per hoar, half the tij;::' vith sL'octs in hand. 
The argument ;;as put very clearly by Dr. John Coiidry of Cornell University on 
November 8: 

"In the long ran, the problem of roarlns chj.ldrcn to be responsible cannot 
be helped by the^e maniijulations [in advertising]. Parents, already 
overburdened in tei'us of a lessoning of other responsible influences in the 
child's life, are forced to counteract the effect of djshonest and 
manipulative ads and to vatch their children grow increasingly liaterialistjc 
in the face of a massive bombardiaent of commercial messages telling them 
that they 'need' things that are, in fact, unnecessary and thai certain 
things are good for them A/hich are, in fact, not good at all, given the 
range of possibilities." 

It has been fairly v;ell documented in testimony before this CorjLnj ssion 
and in Norman S. Mo.-ris' book Television's Child that children vatch a great deal of 
evening television. If a child vatches television v/ith his parents, he may receive 
some* benefit from their skepticism about commercial messages. A number of studies can 
be cited, ho;;ever, vhich reveal that poverty-striclcen children watch television 
unattended. None of this excuses many of the advertisements aimed exclu.-^n vely at 
children— ads intended to be jnterpreted by the child himself. Dr. Seymour Banl.'S 
cites Professor Willinj/i D. Wells' stcitemcnt that "most children do not actually 
believe that monsters exist or that a candy bar vill make a child strong enough 
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to conquer un adult..." Yet in the sarne statement Dr. Banks reported the findinc 

of a major advertisinc agency that "...the child from 5 to 8 years is keenly interected 

in things ^:hich rlg'tit j^hysically enh?ace his self-concept in relation to his 

environment: he vants to g^o:; taller, and to acquire big things, to go fast and 

to be stronj,." I do not understand hov Dr. Eaiihs can reconcile such conflicts, 

vhich appear regularly throughout his paper. 

Dr. Banks further stated that "Vre do not attciapt to alter [children's 
needs and desires] through advertising but, rather, ve alter advertisirg to be 
compatible v;ith the existing child attitudes." Mr. Chairman, on the morning 
of Saturday, October 3? 1971> the networks carried the following advertisements 
betv?een 9:30 a.n. and 11:30 a.m.: (See Appendix H) 







CBS 




Edibles advertised 


25 


i5 


15 


Pills advertised 


0 


6 


0 


Toys advertised 


22 


23 


18 


TOTAL 


W 


W 





These figuj^es do not include local spot ads. In one houi on that particiLl.ar 

morning, ABC carried four advertisements for Kellogg's Sugar Frosted F]a]:es. 

In one hour CBS carried three advertisements for Mattell's Hot IrJheels. In 70 minutes 

ABC carried four advertisements for Hasbro's GI Joe Adventure Sets. ' A31 six 

of the vitajoin pill ads vere shovn on CBS beU/een 9^09 a.m. and 10:03 a.n. 

In .a two hour period ABC carried five advertisements for Hasbro's Love Teenage Doll. 

("Love and her friends are all part of the world of love— sold separately!') I cannot 

reconcile this massive brainvjashing campaign vjith Dr. Banks' statcF.ent, 
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In discussing research on- child development, Dr. Banlis stales that 
Dr. V/ells "...found children vzere exLrcmely interested by al3 p03sib]e inforiiition 
about the product, its preparation and use presented pictoriaJly (not verbally) 
and by scenes that shewed it meeting one or more of their needs," It is 
precisely this efigerness to learn vhich invites more solid nut?ntional infomatLon 
from those vho advertise foods, particularly to children. It can be done. 
Here, for instance, is a film of a comriercia]. developed by the DuPont Coinp?.ny 
about the benefits of soybeans. 

(Sho\; filjn) 
VARIATIONS OF COIirAUf POLICY 
In early October, noting the dominant advertisers of edibles on 
children's prof,r?r.c, v.c vrote to the T.:T.ior food con:??.^:y r^ponsors. Th^ loiter 3s 
included in Appendix D. V/e presumed that after all the nutritional stir of o.iis 
past year the major food companies vould have developed policies for the fori'uO.ation 
merchandising and advertising 'of their food products, V/e further presvimed that they 
vould be sufficiently proud of any such doeument to share it ^jith the public. The 
Quaker Oats Company replied instantly \;ith their vell-thouc^ht-out policy statenent. 
Gt^neral l^ills and Pillsbury did lihe;7ise. Kellogg indicated that it had little 
confidence in a piece of paper but held that "we believe that dedication to a princi 
rather than a docvunent permits the flexibility necessai-y to meet changing conr.i.u.:er 
needs and desires/' (This is a laudable policy, but their principles are hard to 
reconcile with their ads. Corn Flakes and Rice Krisijies are among the least 
nutritional of their products, but you vould never knov; it from the ads.) 
Hershey and Borden both submitted letters describing their policies. Keeblcr 
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admitted to having no written policy relating specifically to chil-lren, and M & M/i/.r. 
rather curtly suggested that we gather our infomation from the trade a=ssociation 
coimnents at these hearings. 

It is interesting to note, however, that General Foods--the nation's 
largest food advertiser-^replicd that "our policies are internal documents intended 
for the guidance of our organization and are not available to the public." 

It seems to this observer that the Federal Trade Corrjuission, interested 
as it is in the documentation of claiins in other fields, might be veil advised to 
seek frcn every advertiser of edibles to children, doc-a:r.entation of the nutritional 
vorth of their product, doci.mentation of any nutritional claiiis they maVo, and a 
statement of each company's policy relating to merchandising to children, including 
the formulation, merchandising and advertisin£; or its products. 

THE FREE ENffiRPRISE M/a^TPLACE 

Whenever the industries fear that some regiQation is about to be 
proposed, they seem to respond in chorus that the free enterprise system is being 
threatened. 

Mr. Achenbaum of the J. Walter Thompson Company (see Appendix E for a 
listing of ad agencies and the food accounts they handle) stated: "if you give 
consumers the impression that advertisers are in some vay manipulating them, if you 
help to fan the myth that advertising is mesmerizing and seducing the buying public, 
you shall have gone a long vay toward impairing the effectiveness of a free , 
competitive marketplace." (emphasis added) I have never felt that any aspect of 
American life vas truly free if it could only be exercised by the rich and the 
powerful. The poor and the ignorant have a right to demand freedom from coercion, 
freedom from misinformation and freedom from intense pressure on their children to 
squander the family's hard-earned dollars. These are freedoms which are just as 
Important as the freedom of the AAAA*s to huckster their goods to the nation's children. 

Mr. Don Kendall of the Pepsi Cola Company exhibited some of this same 
righteous indignation in his statement of October 20, according to Advertising, A^c. 
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He questioned the motives of his critics. This gent'leman is Chairman of the Grocery- 
Manufacturers of America, a group that has a very modest track record as we seek 
to alleviate hunger and malnutrition among the nation's ;.oor. It is time that both 
Dr. Achenbauia and Mr. Kendall perceived that a great deal of competition has already 
gone out .of the free enterprise .marketplace. Such competition as still exists is 
not for lower prices or for better goods, but for more effective advertising. 
Many ad men, incapable any longer of judging the gradations between puffery and lyins, 
now compete with each other in "kindling latent or dormant or previously unperceived 
desires" by singing the praises of a product in a way that tells the consvmier 
nothing, of its real worth. 

Mr. Kendall went on to say that "...in my experience, no amount of advertisin 
can force any large number of people to buy things they don't want." My response 
is that advei-tising makes people want something once they have perceived that it is 
waiting somewhere on a shelf for them. Only through advertising could a child 
discover that there is a General Mills product- to eat called Count Chocula or 
Frankenberry. Only through advertising could a child get the urge to eat a ghoul. 

THE ADVERTISERS' SELF DECEIT 

It might interest this Comriiission to know of a confidential "Special Report" 

from Peter W. Allport, ANA President, to those agencies worried over these FTC 

hearings. ' In a statement dated September 10, 1971, he stated that the AIIA/AA/U 

testimony before the FTC would among other things: 

" Refute the charges against advertising which we can anticipate will be 
made* Among these are contentions that: 

a. Advertising molds or fontis society's values and outlooks. 
...In truth, advertising follows [those values and outlooks.] 

b. Advertising makes people buy products which they don*t want or 
need.. .Advertising may have the capability of suggesting that 
something new be tried, but it can never force or induce re-purchase 
of unwanted products..."^ 

Does the public really demand that there be more than 60 rcady~to-eat 

dry cereals? And does advertising inevitably follow this demand, if it exists? 

Does the constant changing of cereal toy premiums stem from public deman'l for 

^ See Appendix ^for fu31 letter supplied through courter,y of ConrAimar\s Housletter . 
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plastic toys in their children's cereals? Does a company advertise its product 

four times an hour to kindle previously unperceived desires in the viev;ers? 

Mr. Allport's letter, and much that has been said with such apparent 

sincerity by the AIIA/AAAA members is balderdash! These men have established a 

set of comman^jnents to justify their seduction of children and adults alike. 

Referring to the formation of a National Advertising Review; Board, I suggests 
Chairman of General >'oods, the nation's second largest advertiser, 
to Tex Cook/this spring that advertising men, afloat in a world of puffery, have lost 

the ability to judge vhen they are lying. His response to me was: "I fear you 

are correct." 

Advertisers and food company sponsors have swallowed vhole the shibboleth 
that you can't sell nutrition. Madison Avenue believes this because it has not v:ant3d 
to study nutrition. Sponsors believe this because of half hearted attests and 
resultant failures in past years. The countiy is interested in nutrition tode.y. 
Educators and parents cannot stsmd up ag:tinst the onslaught of misinforj'ia'uion 
provided by TV commercials; public service spots will not suffice. For^d advertising 
has to become factual and educational. Here is an exarriplc of an ad displayed on 
local DC Transit buses, which is" attempting to educate the bus-riding public. (Exliibit) 
The DuPont ad which I shox-zed earlier was an attempt to educate the public. V/hy 
can't the AAAA/AIIA brains establish a contest for the ten best nutritional ads to 
be produced by July of 1972? If the prize is big enough, the copi^/riters will 
respond, 

REFOm^S 

There are a number of actions which the FTC can take to correct present 
practices which are unfair to children. We have already mentioned the need for 
a Children's Merchandising Division within the FICy the need for a Code for Advertirir.^ 
Edibles, the need for substantiated statements of nutritional worth for every edible 
advertised, the need for building, t^C ' s nutritional competence, and the need for 
affirmative company declarations of policy on manufacturing, merchandising and 
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advertising to chi'ldrcn. 

The Federal Trade Coniinission can innovate and perhaps thereby upgrade 
children's television. Advertisements to children mic^it veil be marked or frajiiod 
to identify them to children as something very different from prograTn material 
or dociunentary reporting. The frame might blink "advertisement^' as the commercial 
is being sho'v^n. The commercial further might be identified by a coded signature 
in the lorjer right corner of the picture. The code vould reveal the najne of the 
agency vhich developed the ad and wcAild be a public document. Thus agencies 
vhich are proud of their messages coald be applauded for their v/ork by anyone 
interested enough to obtain a copy of the code. 

In the world of edibles, product managers represent the focal point of 

corporate responsibility. The nev? Internal Revenue Code holds foundation officers 

personally respo.isible for their grantmat:ing errors. I ask the FTC to seek the po*.;er 

to hold product managers personally responsible for a product's quality, 

merchandising and advertising. (Ue have received from Pilisbury a ver^,^ excei:i"rii, 
brand manager 

statement which outline:^ responsibilities \athin their company for product 

quality and advertising. Surely su.ch a docui^ient could be provided by each advcrtisei 

In the world of child raotivation studies, the overvzlielming repository 
of factual materials is in industry's files. Even such institutions as NIMll have 
barely scratched the surface of children's te].evision analysis. Professor Scott 
Ward's testimony will bear this out. 

Dr. Burleigh Gardner of Social Research, Inc., thoroughly experienced in 
adYis-5.nG corporations on how to make their advertising more effective, strongDy 
believes that business must think more broadly about social responsibility and act 
accordingly. He is worried over the dearth of information on how television 
affects children. He sees no problem in asking corporations whose advertisements 
are based on motivational research to share the results of that research after a 
self -utilization period has pas.oed. In a sense, the searching out of this corporcile 
information is as justifiable as the searching out of factual support for an 
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advertising claim, f 01 it v/ill give the parent an understanding of "hov/" as v/cll 

as "-what" his child is being told. Your witness Mr. Achenbaiun said on October Z3 ti.Jo 

consui.iers" freely sui)p]y infomation to those advertisers who seek it. There is not- 
underhanded or hidden in the process," Mr, Achenbavjn, \ic consumers ask the sane 
expression of cooperation from agencies and sponsors who now v/ithhold information 
from the public on hou they motivate the child to buy, buy. buy. 

An additional point can be made on research behind food products, So.v.e 
data is protected as a *'trade secret*' long after any trade advantage has evaporated. 
Other research relates to the public's well being and, positive or negative, should 
become part of nedical lore even v/hile research is continuing. General Foods, 
Kellogg and others have extended files on the cariogenic (cavity-producing) effects 
of their products. They have been experfnacnt-Jng vdth variations of tri-sodiiua 
phosphate and other additives in the mid-vest for over 5 years. These tesLs reveal 
the cavity-producing potential of such drinks as Tang end KooD-Aid, a!:d such 
cereals as Sugar Frosted Flakes, This inioriua^ion should eouic inlo the pUullc 
domain, especially since these prouucLs are advertised nationally. Accoratng 
to Dr. A, E, liizel of the Tufts Dental Center, cavities c?iused by sugar are Arjierica's 
"most prevalent fom of malnutrition." 

CONCLUSIONS 

Today in American coinnerce there is an ever greater temptation to sell 
to and through children. Kids can be programmed to repeat messages to their 
purse-holding parents; sometimes the message becomes more persuasive through the 
family tie. Dr. Ernest Dichter of the Institute for Motivational Research told me tlii 
he persuaded General Mills to have a "kid come on the (VJheaties)ad first and say 
•look at this perfomance chart!* ...Having kids lead into ads is more persuasive." 
Advertisers now are not using child actors to say their spiel; they are using the 
children of this country to persuade parents. Blacking out the TV set, the conuc l-o. 
the radio and the brcakfast-table billboard is not the ansv/er, for a child is also 
inriueneed by what ads his peers have seen and read and heard. 
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Today's conunsrcial is too seldom seen by those in the professions; viev/ing 
and corr.entin^ upon such trash seems to be beneath their dignity. We have left 
the describing of food to copyi/ritcrs and lav/yers; their ignorance in the field 
of nutrition may even exceed that of the general public. Thus it falls to 
laymen to cr^- out "Stop! Stop offendin£3 Kiy child!'* 

The advertisers' mad pursuit of your child and mine, particularly 
on television, "brought FCC Conunissioner riicholas Johnson to compare that ncdiiu.i 
with the child molester that offers candy and sveets to the unsuspecting. Fie 
is not far -..-roug, Mr. Chairman. You and this Cciijnission can take the lead, bring 
the FCC and trie FDA into tlie effort, and tightly restrain this country's inercha.it 
from coveting our children's purse. 



MARKETING 

Ideal's significant grov/th in sales volume for 
fiscal 1971 resulted from a greater number of 
Products avaiiabie to consumers through sub- 
stantially more retail outlets and supported by 
a record number of selling messages through 
television, 

A record communications budget planned for . IDEAL TOY CO 3971 Alliru.U, 

1971 will employ netv/ork and local spot tele- REPORT 
vision advertising to reach children and their 
parejits with our product messages. Because 
our distribution system now is-truly national, 
we are able to take full advantage of the impact 
and economic benefits of netv/ork advertising. 
To gain maximum effectiveness from this ambi- 
tious program, Ideal has created a highly 
sophisticated system — Customer Area Media 
Planning — v/hich combines computer technol- 
ogy and skills of our experienced media mana- 
gers to produce the most motivating media 
pattern for each customer's area. 
Through more extensive use of evening tele- 
vision program advertising, our populai foniily 
games and new adult games v/ill gain 
increased exposure in the responsive adult 
market. The development of this advertising 
technique will complement and reinforce 
sales efforts for our children's products. 
Ideal continues to increase the variety of pro- 
ductive, high-visibility consumer promotions 
which stimulate retail store traffic during the 
once slow January to June period. 



PRODUCTS 

In 1970, the toy industry registered a sales gain 
for the twelfth consecutive year, reaching a 
record volume of $2.26 billion at the manufac- 
turers level — more than $3 billion in retail 
sales. For the tv/elve year period the compound 
annual growth rale exceeded 10 per cent. 
Ideal continues to grow at a rale well in excess 
of the industiy average and this year we arc 
marketing a highly innovative line to follow 
1970s successes. 
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Hasbro Toy Division 



PmnJkh RKBDRT 1971 



The Toy Division, the Iar9est sintjle 
component of Hasbro Industries. 
Inc., has over the last several years 
undergone some sweeptng changes 
in management and product hnes 
These changes v</ere brought about 
as a result of the substantial growth 
that the company enjoyed in the mid 
sixties and, further, as a result of the 
problems and challenges spurred by 
that growth. In the 1959 annual repoit 
much of the discussion about the 
Division concentrated on the man- 
agement team. There has been still 
further and significant stienglhcrning 
of that group to provide for balance 
and depth in day-to-day operations 
and long term planning As v^e told 



our management story in last year's 
report, this year we feel it is im- 
portant to cover in great depth the 
product lines of the Division. The 
toy business is, in many respects, a 
new-product business and, there- 
foie, you, the stockholders, should 
be kept well abreast of our efforts 
in this area. The Hasbro Toy Division, 
even as*it grew in the late fifties and 
throughout the sixties, did not enter 
into many of the largest categories 
of toy sales, such as, preschool toys, 
dolls and non-riding transportation 
vehices. Over the pjst several years 
we have conducted in-depth studies 
of all these categories, and starting 



in 1970, with the introduction o» ihe 
Romper Room preschool proc'uct 
line, we began our assault or *hcse 
large and attractive segniOi. -f the 
business. A discussion of oui nKijor 
categories ensues, beginning with 
the Romper Room story and a recap 
of our G I Joe product story, and 
then continuing v/ilh an analysis of 
three new markets that we have 
entered in 1971, 

Romper Room Toys 

The preschool calegoiy is the most 
covetrd of all toy- categories It is 
largo and growing larger 



Romper Room Enlerpriscs. Inc. Romper Room Schools 



Romper Room proudly begmr- ,ts '-e "jth e c- 
vision ser-son with excit.ny plans for 1971 The.e 
plans wh,ch .re the result of extensive .cse.rch 
conducted d.rina 1970. call for important new seg- 
monts in the vit'al preschool areas of percepluJ 
motor development and ^'S,^""' P^'^"P^'°" Jff 
veiooma these segments, the Romper Room stall 
w rd'dihgently w,.h such h ylilv regarded organi- 
Tat.ons as the P.cr-idcnfs Cf.un-.il on Physical F.t^ 
ness and Spo, ts and the Kenne^iy Institute, a br.nnch 
of Johns Hopkins Hospital 

Durinci 1970 the Romper Room television show wa= 
viewed daily by millions of p.eschoolcrs and their 
onrenf'- in over one hundred American cities and m 
foHne fr re gn cities In each city a local teacher 
a^\T\L\ ch.ldien appear on the program and 
paft.clpate .n activities outlined m . lesson plan 
developed the Romppr Room slatl. 
In 1970 th. American Dental Association cited 

agamst tuberculosis and other respiratory diseases. 

Af.Pr oinlitccon yeots the Romper Room staff and 
^ ^dvi ' s f om Hood College continue to strive or 
ghe:goai^ Ron.per Room bol-oB t .t our you g 
rh.ldren are Amencn's greatest rosou.cc ana 
Ro, ^)er Room will continue to do its very best to 
thSo chikiien for the school years ahoad. 



The year 1970 marked the ent.ee of Ho .cr Room 
Schools, Inc into the p-cschool r.^d d.y crue . y 
dustry Tl-ofcill opc.vrgs of three p.lot i^ nts m r. • 
Island were met with cnll.usKism from parenU,. edu- 
cators, and national r.ews media 
The Eo^^ Providence School provided th^ s:l'in:; 
from which a special ADC news report on nurrc-y 
school and day caie centeis v.r. ic'rcrst Ro ■.e 
Room Schools have also b:cn v.rulon -^ou. 
McCall's and Buf.mccs Week ,n feature a.ticL. 
about this new and burgeoning indjstry 
Romper Room Schools' cornbi.rt.on of un,cuK^ 
functional buildings end the- ph.lr.scphy o, Cp n 
Education admnisieied by 
attracted the attention of teachers 
both public and private agencies m he ed-^c - c 
field hroughout ti,e nation They hr^'c beer d^ 
rihted to observe the new. exC.ng expsner,. . 
Kd to hundreds of Rhode Island pre-schoo Icrs 
attending Ro.noer Room Schools in safe, comfos- 
able surroundings 

In order to provide- the Rhode b'and Scho:>! s'^'ff 
' mple t.me to fully polish the sundry oporahon d 
educational aspects of Romper Room School act. , i 
fles Management has decided to temporarily sus- 
pend oxpaSsion plans for Homper Room Scho^^^^^ 
Inc This approach in in line with the P-ircr.t cc . 
pany^s lem'and for crrcful research, f-nalys.- ^"^nd 
'estmg before launching a broad scale expan..on 
program for products or services 



APPEMDIX C 



REBUTTAL 

The Federal Trade Cojnraission has heard many witnesses give the acency and 
industry perspective of vhat constitutes advertising. Many conunGnts invite 
correction; \Jhen judged from the perspective of children's advertising, several 
comments' are simply not true. 



EXAMH.E: 



EXAMPLE: 



EXAMPLE: 



"Advertising cam.ot sustain interest in a product that the consu:ner 
doesn't vant." 

Preston Tovmley, Marketing Director of 

Fajnily Ccrca].s, General Mills, October 29, 1971 

Ihen v/hy insert a prendura in a food package and urge children to 
collect a full set of the prcmiun- cards or toys or whatever? 

•X- 

"In 1937 the MationaD Association of Broadcasters pronxlcatc:! ?;n advciLlnjiio 
code for radio, and In 1952 for television; and both codes have been 
actively enforced since then." 

Lee Loevinger, Esq., October 197-' 

'Let mc quote Stockton He] ff rich, Director of the Code Authori'.y, 
National Association of liroadcasocrs, under quetioionirig Ij T. J. Odin, 
Counsel of the House Select Coiii.uoLee on Small Business, Au2;ust 6, 1^/1: 

"Odin: That vas the last time any sLeition vas disaffiliated? 
Helff rich: Correct . 

Odin: And that wds in the early 19»50'c? 

Helff rich: No. It dates back even further than that. I think it was 
in the late 50 ' s . 

Odin: So in the last decade there hasn't been any station disf^rfiliracd by 
positive act of your code? 

Helff rich: That is correct." 

* * -K 

" advertising- has not and cannot invent a human want. Advertisin^i cf^n and 
does cultivate or kindle latent or dor.innt or prcvjourily iriperccjvcd acci^v^^i 
for certain products. Thus it cannot add to or subtract fron^the hujnan 
senses or the characteristics placed in us by God and Nature. 



COl.E.IENT : 



Don Kendall, Chairman of Pepsi co, October 20, 1 

"Children's f;pontaneous attitudes tov/ard commercials r.re dlffo-cnt from 
the established beliefs of the adults. They arc more open-minded, moiv. 
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attracted to them. In fact, small children often have as much interest and wamth 
for the ccmnercial as for the show. They arc quickly stijaulated to vant a product 
by its use by a loved hero or character/* 

Dr. Seymour Banks, Leo Burnett Company, Inc. 
October 197I 

* * * 



EXAI-IPLE: 



'It is the consumer, not the advertiser, \jho defines what is necessary 
and what is not." 

Elisha Gray, II, Chairman of the Board, 

Council of Better Business Bureaus, October 28, 2^/, 



AND 

^'Children and consumers are not subject to unfair and deceptive manipulation 
by advertisers." 

Barton Cummincs, Co-Chainaan of the 
AAAA-MA Comiiiittee, October 28, 1971 



: I quote Dr. Bruce Morrison, Psychology Professor at Mj'ami Univer.sity: 
"...the balance of experimental results rovicued and reported in a paper 
by Kobert E. Zajonc (196S) was in favor of the liypothesis th?.t mere 
repeated exv:osure of an individual to a stimulus object enhances his 
attitude towards that object." 

I n tjr^ s r:?^?.rd, T point to the fr.ct that, unlihe most a:lult advert lain;;;, 
.fflaJiy^commercials a:'med at children are repeated three and four timer In 



a single morning. 



EXAMPLE: "...let me be quick tG%J|||fl|^out thao^ advertising and brand confidence 
alone are not enough.* ^.jnie quality must bo in the product. It must 
deliver on its promise to the consumer or she wi.ll not make that 
all-important repeat purchase. But \.»ithout advertising she vouldn^t kno,v 
about it in the first place. And without repeat purchases, products and 
businesses wither and die." 

C, V/. Cook, Chairman, General Foods Corporation 
October 20, 1971 

COMMENT: "...some of the product qualities desired are not ingredients or 

functional benefits. So called emotional benefits play a role in what 
jvaople get out of a product... To prevent the sale of products which do not 
satisfy these emotional desires is to deny people the riglit of free choice." 

Alvin A. Achenbaum, October 28,1971 

J. V/alter Thompson Company 



EXA14PLJ': "We do not attempt to alter [children's needs and desires] through 

advertising b\it, rather, we alter advertising to be compatible with the 
exis'I-.ing child attitudes." ^ 

Dr. G^nour Banks, Leo Burnett Comp?iny, Inc. 

October 1971 
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C(M4MENT: "While advertising affects theJr altitudes, it hardly mesmerizes then. . .People 
are not relying solely on what they hear or see... If people are going to bo 
influenced, information must be placed in a persuasive context." 

Alvin A, Achenbaum, J. Walter Thompson Comoany 
October 28, 197I 

' Let me cite the way the Bordon Company placed "information" in a 
persuasive context earlier this year in a IV ad: 

"What do ya v/ant 
When ya gotta eat sump* in 
And it's gotta be svreet 
And it's gotta be a lot 
And ya gotta have it now? 
Lip-smacking, whip-cracking, 
Patty-V/acki ng , 
Inky-nacking, 
Zalaba-wacking, 
Sculaba-zacking, 
Cracker- jacking. 
Cracker Jack!" 

< < ^ 

EXAMPIiE: "Close RCinitiny of the marketing process shovjs that consuiners are not pc'.osiv'^e 
participants in their purchasing behavior. They are active, knovledrc'^'jJ-C:, 
experienced buyers--particularly for those products which arc most likely 
to be advertised nationally. Tliey seek information gJven in a persuasive 
context and they freely supply infomation to those advcrtijiers '//ho seel; it. 
There is nothing underhanded or hidden in the process." 

Alvin Achenbaum, J. Walter Thompson Conpany, 
October 28, 1971 

AND 

Eugene Case of Case & Krone, Nov; York, stated on November hy 1971> that 
puffery is harm.less because it is reco£;:nized as such by the vast majority. 
He said that the overall impact of a coiraaercial is more important than 
the validity of its independent elements* 

COMMENT: "The test of reality applied by children to programs and commercials 
is theirs, and not the adults'." 

• Dr. Seymour Banks, Leo Burnett Company, Jnc. 
October 1971 

AND 

"To assume an ad is comprehended the way \ie intend it to be is naive 
to the extreme." 

Dr. James Engol, Professor of Marketing, 
Ohio State University, OctoVcr 29, 1971 
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Council on Children, Mbdia-and Merchandising 



1346 Connecticut Avenue, Washington, D. C 20036 



Telephone: 202/466-2584 



Member I. 




Mrs Janie B.'t>d 
Mrs Pcf»:y C»i.Ten 



October 8, 1971 



Enriauc Uapk I J f) 
ten I.iiiw.iW. M U . rii t> 
Julius nichincnJ. M t) 



James S Trrr.cr. J O 
Robert b Choaic. Chmn 



Mr. C. W. Cook 
Chairman 

General Foods Corporation 

250 North Street 

White Plains, N,Y. IO605 

Dear Mr. Cool:: 

As you kno\7, the Federal Trade Coirnission is undcrtal^ne hearincs this frJi 
on modern advertising practices* The hearings v/ill include "in-depth 
examination of children and adverts sing.*' 

After the uproar of last July, I wuld presume that the major food companies 
which advertise their products to children v;ould have for/riulated a policy to 
euide product managers in the developjient, merchandlslnc;, advertising and 
distribution of their products. I voiad presiune that such a statement v;ould be 
a matter of company pride and vould be a public doc\;iment. 

If these presxiLiptions are correct, I v;ould like to request a copy of your 
company's statema^t^juf manufacturing, m.erchandislng and advertising policies 




May I hear from you on this? 



Sincerely, 



Robert B. Choate 
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Fli-TY L'.k'jLST FOOD COMPANIES BASED ON 1969 ADVr.RTISIKG F.XPENTITUUKS 



1. GENEk.-\L FOODS 

Benton & liowles, Inc. (New York) 
McCann-iii-lcl-son (l'i^w York) 
Grey Ar]-.;., Inc. (Nc; York) 
Ogilvy fx Mri-her, Inc. (Nnw York) 
Youiiy 5t Rubicam, Inc. (Nfw York) 

2. g:-:iie!u.l millo 

Nee.Uian, linrper, £« Steers, Ini- . (Chicaco) 
Da\ccj--/i.t7Aeralcl-cnnpIe , Inc. (!'e'.v York) 
Daiv.-cr-Fi.Lr.'-ieri'ld-C^jir.plr, Ir.c. (California) 
Cat!ip!)t'll-r.ith':r, l-^r . (ninntap.olis) 
ICnox Uecves A-lvori; islnj; , Inc. (Klnntapoli r) 

3. ie.aFTCO 

H.:.. nycr & 3on, 1 ic. (New York) 
J. '..'alter TV'Oi.i)ZO.' Co. (Chicc^o) 
I'o.prr., CoiC, V Bc'.'iini,, Inc. (Chirf.-io) 
N.f-M-i::. ., iJ.'nrp-^r Jti-fv-, I'v . (Chica-zo; 
'.;i.in-.c.- Fti.-I., I'v:. ('IbU-uj/Zj 
:;lchnr 1 k. M.-n-f, In-. (Nev York; 
iiuc.'-c:. .vv. 1 . V.nk) 
rUi^-i Gr\--'' oa ■ Ip". (New York) 
;-]li.;o:-, a ''Jw-'an, Inc. (Ilnn.phis) 

4. KiiLLOGG 

Leo Burnotr. C ). , Inc. (Chicapo) 

5. CAMP!JKLL fJOrp 

Batten, Barton, .Ourscine L Csborn, Inc. (New York 
Leo Burnett C-J.,Inr. (Chica<^o) 
0};llvy & Mather, Inc. (New York) 
N'.M'.lham, Harper fit Hccers, Inc. (Cliicaf.o) 
Nepdham, Harper & Steers, Inc. (New York) 

6. CA1;NATI0N 

Erwin VJasey, Inc. (Los An^ples) 

7. -JARNnK-UfiBIRT, AWiUCAN CHICl-K DIV. 

Ted nates Co.,Inr. (New York) 

8. gllAKK''-; OATS 

Adrorr., Inc. (Chicai',o) 
J, '..'alter T'-.oi'-ipPon CO. (Chicago) 
Clcnn Arlv. l.ie. (nnllas) 
])nvle Dane iJernlwioh Inc. (New York) 
• CaMi/'.v 1]-Mtrlnin, Inc.. (Chicago) 



I 
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9. '.v'M. IflllGLEY 

Arthur Meyerhoff Assoc., Inc. (Chicago) 
Clinton E. Frank Inc. (Chicago) 

10. PROCTO:- & GAI.BLK, food/ FOLGEH COFFEE • 

Cunnincham £, V/alsh, Inc. (New York) 

11. STANDARD BP.^KDS 

J. \/filLer Thompson Co. (N£w York) 

Ted Bates & Con-.pany, Inc. (New York) 

L.W. Kar.sey', Company (Davenport, Iowa) 

liarketii-13 & Advertising Associates (Philadelphia) " 

12. CUlEkAh HOST, AU>I0Ui1-DlAL, AR>?GUR/niisc . 

Footc, Cono L Helding, Inc. (Chicago) 
Young 6. Rubicarn, Inc. (Chicago) 
North Advertising Ir.c. (Chiccigo) 

13. PILL-.BUKY 

Leo Burnett CO.,I-ic. (chicajjo) 

batten, barton. Durst ir.e 6c Osborn (Kei-; York) 

Cun::inghap & Walsh (Nc: York) 
D'Arcy Advertising (St. Louis, Mo.) 
Wells, Rich., Green, Inc. (New York) 

15. NESTLE 

Leo Burnett Co., Inc. (Chicago) 
Case 6t Krone Inc. (New York) 

Wilson, Haight f< V/elch, Inc. (Greenwich, Conn.) 

16. ITT CONTINEHTAL BAKING 

Ted Bates 6 Company, Inv. (New York) 
Grey Advertising ( New York) 

17. BORDEN 

Grey Advertising (New York) 
Lllienfeld & Co. (Chicago) 

lb. CPC INTERNATIONAL, BEST FOODS DIV. 

^ancer-V'itzgerald-Sample, Inc. (New York) " 

19. NATIONAL BISCUIT 

McCann-Erickson, Inc. (New York) 
Buchon Advertising Inc. (New York) 
Ted Bates & Co., Inc. (New York) 
Win. Esty Co, Inc. (new York) 
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20. NORTON SIMON, HUNT-WESSON FOODS 

Young & Rubicam, Inc. (Los Angeles) 
Wm. Esty Co., Inc. (Nov? Yoik ) 
Stern, V/alLers & Simmons, Inc. (Chicago) 
Carson/Roberts/Inc. (Los Angeles) 

21. T.J. LIPTON 

Young &c Rubicam, Inc. (New York) 
Spiro & V7a]pert Assoc, (Philadelphia) 
SSC6cB Inc. (Nev; York) 
EcVard H. Weiss & Co. (Chicago) 

22. H.J. HEINZ 

Doyle Dane Bernbach Inc. (New York) 
Ketcham, MacLeod & Groves, .Inc. (Pittsburg) 

23. PEPSICO, FRITO-LAY DIV. 

Tracy-Locke Co., Inc. (Dallas) 
Young £c Rubicam Inc. (New York) 
Foote, Cone & Belding Inc. (New York) 
Lee & Associates (Los Angeles) 

2A. AMERICAN H0:4E FOODS 

Yoi'iig a raibicaiu (He\7 Yoj:k) 
Cunningham & Walsh (New York) 

25. BEATRICE FOODS 

Post, Keyes, Gardner, Inc. (Chicago) 

I/Mac Inc. (Chicago) 

Feldman & Norton Inc. (Chicago) 

The Harpham Co. (Chicago) 

Glenn Adv. Inc. (Dallas) 

Daily fx Assoc. (Los Angeles) 

The Zlowe Co. (New York) 

Varon Adv. (Michigan) 

MacManus, John, & Adams, Inc. (Chicago) 

Cummings, Brand, McPherson Assoc., Inc. (RockfOrd, 111.) 

Central Adv. Agency (Lima, Ohio) 

Smith-Winchester Adv. Inc. (^oucnvieio, riich.) 

2o. coNouLic..:/:.: 

IV". C^.i .'^-ZricLsori, Inc . (Cr. * : a^ :») 
Krupnick 6f As.so/., In . {Ut, L"» **'- . Uo.) 
r.cfer, Dieterich & Brown, Inc. (San Francisco) 
Stiefcl/Raymond AdveiLising Inc, (New York) 

27. COCA-COLA FOODS 

Marshalk Co. (New York) 

Tatham-Laird & Kudner, Inc. (Chicago) 
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28, DEL MONTE 

MCCnnn- Erickson (San Francisco) 
Dailey & Assoc, (San Francisco) 

29 • FLOP.IDA CITRUS CO:o:iSSION 

Loiinon & Newell Inc. (N(?w York) 
Enloo Slalvey & Associates (Washington, D,C.) 
FriLchord Ivoccl Assoc. Inc. (Kev; York) 
Du(lley-;.p.d(?rson-Yut:^y (Now York) 

30. Lr.V::K IJKOS., FOCI) PHODUCTS DI7. 

Bal'»:e!i, Barton, Dur';tine & Osborn, (Kev: York) 
Doyle, Danp, Bevnhjich, Inc. (^'ew York) 
0:iilvy & Mather, Inc. (New York) 

31. ?t:T 

Hondcrson A^lv. Agency (Greenville, S.C.) 
Hatx-Ho'1^son-i;euvaohn.-»r, Inc. (St. Louis, Ko.) 
Al Mapsrher Adv. Inc. (Clayton, Mc.) 
Gr.r^^ner ;«clv. (3t. Lnuis, Mo.) 
l;o/lr I)s-..)e liernboc!', Inc. ()>os Anj.cics) 

32. k.J, Kijl/NOLDS FOOiJ^S 

I'/illiam Hscy Co., Inc. (New York) 
J. waiter Thompson Co. (Chicago) 

33. USCAK ViAYEK 

J. Walter Thompson ( Chicago) 

3A. GREEN GIANT 

Batten, Barton, Durst ine, & Osborn, Inc. (New York) 
Leo Burnett Co., Inc. (Chicago) 

35. STOK^LY-VAN CAMP 

Lf^nnen & Nev;ell, Inc. (Hev; York) 
Handley & Miller, Inc. (Indianapolis) 

36. LTBHY, MCNEIL 6c LIBBY 

TatMa:n- Laird & Kudner (Chicago) 

37. ANDliKSON CL'WTON 

Cunningham & Walsh (New York) 

38. AMEiaCAN DAIRY ASSOC. 

Loo Burnett Co. (Chicago) 

39. OCEAN SPPu\Y CRANBl-RRIES 

Ted Bates f% Co., Inr. (New York) 
YOMHj^ & Rubicam Inc^ (New York) 
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40. SQUIUli RhiSCH-NUT, BEECH-NUT LIFESAVERS 

Dancer-Fitzgcrald-Sample, Inc. (New York) 

Alo CEO. HOWll-L 

Batten, Barton, Durstino & Osborn, Inc. (Minnoapol is) 

42p SUNiaST GR0'J>:R3 

FootG, Cone & Belclinf,, Inc. (Los Angelc^s) 

^:3. F.-:TE^; lAUI 

I)an<:er-Fiti:2crald-Samplo, Inc. (Now York) 
Bonjcv'jn & 8ov?les Adv. (Now York) 

.AA. R.T. FRENCH 

J. Walter Thompson Co. (New York) 

43. GERBER 

D'Arcy Adv. Co. (Chicago) 

46. JENO'S 

J.F.P. 6 Associates , INc. (Duluth, Kinn.) 

47. CASTLE 6c COOKE 

Foote, Cone & Beldin^i, Inc. (San Francisco) 
Richard r;anoif, Inc. (New York) 
N.VJ, Ayor & Son, Inc. (Philadelphia) 

48. KEEBLEU 

Leo Bxu'nC'tt Co. (Chicago) 

49. AMK, UNITED FRUIT, JOHN MORRELL 

Batten, Barton, Dnrstine, & Osborn, Inc. (New York) 
Kcnyoni & Eckhardt Adv., Inc. (Chicago) 
Lennon & Newell/ Midwest (Ch9cago) 

50. LITTON INDUSTRIES, STOUFFER FOODS 

Ketchum, McLeod & Groves, Inc. (Pittsburg) 
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C on fpU mer 
New^weel 

With News You C;.n Use 



Oct. 18, 1971 Washin£tcii, D.C. 



Introducing... 

Consuner Ng'\?Lw?pk , a iicvr weekly 
newsletter with important news and 
separate reports affecting the ec- 
onomic and physical welfare of all 
consumers • 

Subscribers to U.S. Con=;uncr will 
automatically receive Consur.er 
Newsweek , doubling the issi'Cs now 
receive J, without extra charge. 

See inside for special introduc- 
tory offer to new subscribers. 



WASHINGION HIGHLIGHTS 

...Some sort of public warning is 
being prepared by the National 
Hignway i rat cic Sd£fct> Avj.ii.iilsti. a- 
tion on Chevrolet engine mounts 
which break loose and cause major 
accidents. Ralph Nader, citing 
evidence of a structural weakness 
in mounts relying on adhesive, got 
NHTSA to reopen an investigation . 
into the problem. Models include 
full-size Chevrolets of 1966-1969 
vintage and Camaros of 1967-1969. 
Meanwhile, Nader aides advise a?l 
owners of these cars to have, the 
mounts repl«iced by interlocking 
type • Probably cost about $30. 

...To help spot possible violators 
of wage-.price freeze, the Consumer 
Federation of America has set up a 
clearinghouse and called on member 
organizations and volunteers to 
send in reports. Address Retail 
Employee's Price-Watch, c/o CPA, 
1012 l^th St. nw., Washington. 

...Senate Commerce Committee ended 
hearings last week on no-fault car 
insurance, is now revising bill 
introduced by Sens. Hart and Mag- 
nuson. At the same time, Massach- 
usetts Insurance Cotunissioncr J.G. 
Ryan has demanded rale decreases. 
He says they are due because. costs 
under no- fault hnve dropped 50%. 



FTC AD HEARINGS TAILOIl^D TO INDUSTRY VISHKS 

Madison Avenue is set to dominate the Federal Trr.dc Co t.i- 
nisslon hearint^s on advertisin g' s inpact beginning here on 
V?edr.ccday (Oct. 20). Elaborate industry planning and ru'.ny 
advance contacts with FTC officials have wrung concessions 
unprecedented for such affairs. 

A confidential report circulated among indu rtry le ad e r s 
reveals that strong pressur^^s v;cre put on ttio .n^r.ncy , re- 
sulting in an unusu^illy heavy schedule of industry spokes- 
men, timing designed to offset critics for headline pur- 
poses, and auxiliary hoopla that threaten to turn the whole 
affair into little more than a government-sanctioned commer- 
cial for the advertising business. 

The secret mono discloses that the principal industry 
'planning was done by a joint committee of officials from the 
Association of National Advertisers and the American Associ- 
ation of Advertining Agencies. A nationwide p ub lic rela - 
tions and advettising eat :p_a_ic; n has been planned to coincide 
with industry testimony . 

Adne n got the FfC to allot ^^-^ days of hearin f^s to what 
the industry cnlls a "first class" pitch . This is more than 
one-fourth of the total scheduled time. "Rebuttal" testi- 
mony by industry spokesircn has also been arranged to match 
critical comments in tjme for news deacUrnes, according to 
an article in Advertising Age, a trade publication. 

In addition, fVC reporte dly agreed to rule out any dis - 
cussion of advc'T - Maine's inClu cnce on industrial concent ra- 
I tion , a buminj issue at the agency and else\jhere. Agency 
staff aides had suggested the expanded topic but were over- 
ruled by higher officials. 

To the admen's delight, the FTC has decided to focus on 
getting "empirical information.'* FTC Chairman lliles Kirk- 
patrick told a Senate committee Oct. A that he was already 
willing to conclude "that in many instances, scientifically 
sound information does not yet exist and must await further 
research." 

In recent months, the industry has b e come deeply wo rried 
over the increasingly^ toii^. h s tance; o f i he FTC . Their oiciin 
concerns are the FfC de\nands for documentation of question- 
able claii;\s and orders that false statements be corrected in 
future advert i sement s. 

Admen fear the J>ossibiliiy of further in dustry-wide re g- 
ulation . In his confidential memo, ANA Piesident Peter W. 
Allport emphasizes this theme. ..He deplores what he sees as 
an FTC staff view "that advertising's only economic and so- 
cial justification is to provide 'information* from v;hich 
consumers can miikc 'rational purchasing decision.'" Indus- 
try leaders obviously sea the hearings as a vehicle to im- 
prove government and public understanding of advertising. 

Also worrying admen is grow inf^ evidence of a sharp de- 
cline in advcrtisinpr credibility . A survey reported in the 
Harvard Business Review indicated that two-thirds of U.S. 
executives do not Ceel ads present a true picture of prod- 
ucts and services. jlssuc ffi] 



(Continued on last page) 



OF TIE TO J' ^0 TJ 'ADVERTISERS IN 1970. OVER H/vLF jVAiaJI'-ACTUKE KOOU PKO DUCTS 

COMPAI^Y 1970 1'V COMPANY I970 TV 
KXPENSE EXPENSE 



**Procter & Gamible Co. 


^179 


million 


**Ralston Purina Co, 




27 


rillion 


*"^Gene.'aI roods Corp. 


$ 


9lt 


million 


Chrysler Corp, 




25 


million 


Colgate -PaLuolive Co. 


$ 


83 


iiiillion 


ATScT 


$ 


2lt 


million 


**Bristol~i:yors Co, 


$ 


80 


million 


**J. B. Williams Co. 


$ 


23 


million 


**Araerican Uoiv.e Products 


$ 


67 


mi], lion 


*^^Nestle Co, 


$ 


22 


million 


**"R. J. Reynolds Industries 


J. 

$ 


67 


million 


**iTa:T 


$ 


22 


million 


*"*V7amer-Laribert Pharma. Co. 


$ 


6U 


million 


**^Carnation Co. 


$ 


21 


million 


*"^Lever Brothers Co. 


$ 


59 


million 


**Cainpbell Soup Co. 




20 


Kd'J lion 


Sterling Drug Inc. 


$ 


5U 


million 


Norton Sirion Inc. 




19 


m llion 


Phillip Morrds Inc. 


$ 


^8 


million 


Richardson Msrrell Inc, 


$ 


39 


million 


Gillette Co. 


$ 




million 


Bloch Dinig Co,, Inc. 


$ 


19 


mil] ion 


**Gener£il Mills Inc. 


$ 


k2 


mi!l lion 


**Qa£i:er Oats Co. 


$ 


19 


million 


General Motors Coi'p. 


$ 


h2 


million 


*^*7.1orton Non-;ich l^o ducts 


$ 


18 


wjllJon 


Ford Motor Co. 


$ 


39 


million 


^■^l^apid American Corp 


$ 


18 


mi .1 lion 


**Miles Laboratories Inc. 


$ 


39 


million 


L & M Tobacco Co. 


$ 


18 


million 


Sears Roebuck & Co. 


$ 


3'i 


milli on 


Johnson Sc Johnson 


$ 


18 


million 


**Kellogg Co. 


$ 


3h 


million 


'^*>lcDonalds Corp. 


$ 


17 


million 


**Coca Cola Co, 


$ 


32 


million 


Chas Pfizer & Co. 


$ 


17 


million 


**Kraftco Corp, 


$ 


32 


million 


Carter V/allace Inc. 


$ 


17 


million 


liCevs Theatres Inc. 


$ 


31 


million 


**Tillsbury Co. 


$ 


17 


mi] lion 


British-Mer. Tobacco Co. 


$ 


31 


million 


*^Grcyhomid Corp. 


$ 


17 


million 


S. C. Jolmson & Son Inc. 


$ 


33. 


million 


*'^V7illiam Vrigley Jr. Co. 


$ 


17 


million 


**Pepsico Inc. 


$ 


30 


million 


Plough Inc. 


$ 


16 


mil] ion 


American Brands Inc. 


$ 


30 


million 


Mattel Inc. 


$ 


16 


million 


Alberto C ilver Co, 


$ 


27 


million 


Sjnith, Klipc & French Labs 




15 


jnilJion 



From rr o.\dcast3nc , May 17, 1971. Figui'cr. baiscd on Broacloant Advortincrs Beportn. 
{^^ indicates thoce comp'inLor, v/ltich manuraclur(* foods.) 
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fwJON Koiarorn'^'o 



RADIO T.V. REPORTS. INC. 



PRODUCT: LIBBY DINNERS 
PKOGRAM' NOON REPORT 
WMAQ-TV 



• 5/26/71 . 
(CHICAGO) 



H7130S0 

30 5rc. 

12:1SHM 



J 



I, WOMAN: Eati.ig used to be 2, But that v/as before Libby 



my Ralph's ianst favotite 
sport. 




Land dinners, the first frozen 
dinners with fun in them. 



3. For instance, Safari Supper 4, spajtiettl v/ltti mc-atballs. 
tias fried ctiiclsen, 



S, corn, and chocolate 
pudding. 



V ... 



6* All stasoncJ anu iJOiliuULu Plus mysterious milk rmr^ic * 8. Libby Land Sdfari Supper 



for kids. 



that adds fun flavors to nulU. 



^ * ^ . ^'-^ "'^r\ J 

\* — • ^ — • . _^ ^^lil, ill '^Kj 



' I.-' 



J 



9. Sur.down Supper, 10. and Pirate Picnic. IK Kids eat them up. 



RADIO T.V. REPORTS. INC. 



PRODUCT: 
PROG 



PALS VITAMINS 
5C00P.Y DO 
WCB5TV 



10/16/71 
(NEW YORK) 



APPEMD3X I 
715469 
30 SEC. 
8:31AM 



» ! 1 - ^ ^. ^ 



I. MAN: Howdy, Arnold, want 2. ARNOLD: Sure, what do I get? 5' MAN| A "^2^^^^ 4. A^P«^r$^^^^^^ 



to Join the Pai's Club? 



certificate with your name 
on It. 



I I 



5 a;" V 



5. (MUSIC) 



Vi 



v 



1 



6. MAN: You don't tat the 7. ARNOLD: Csn I have my 8. AnNOl-D: H:»vc the 
' Pars Club, Arnol'J. Vcu dei'y PH's V.tsmin, too? Par$ Club. 



It In the mail free when you 
send in any box of PaPs Vitsir.ins. 



MAN: Sure 




9. MAN: To join, mom, 



.1 * 



10. just look for the specially 
marked Pal's boxes in your 
store. 



APPjV[^JY ( 



RADIO T.V. REPORTS; INC. '«oouct 

PROGKA/J 



ARCOGASOUfiE A7I3107 
MILLION DOLLAR MOVIE • 5/25/71 • 30 SEC. 
KHJ-TV (LOS ANGELCS) 9:30PM 



I. (MUSIC) 



4 t 

i 



i [ 



ANNCR: Do you rcrT;emL£r 
the jtory of Noah? 



/I 



3. When he saw the rain comino, 4. 



Noah put tx.'o of cvsry kind 
of animal on the Ark 



f • ' 



I 



S. and sailed nway. 



6. Now you can pl:y Ncsh, 



7. Parlicij>^lino Arco c*;r.lors 
hova 15 poirs of anim-Js to 
collect. 



8. Ycu can rvcii r,. tlozh :n6 
his Ark. Just £s!< for con!» 
plclc clctuUs. 




9. Start playlny Noah soon. 10. A pair of animals frco with 
Don*t wait for a rniny day. a minimum b g.'illon f iiUtp. 



.APPKHMX I 



RADIO T.V. UEPCraS. lNC. 



f nOOUCT: CHOCKS VITAMINS 7\<AtZ 
PROCRAH: JACKSON FIVE • 9/11/71 - 30 StC. 

VYABC-TV (NEW YORK) 9:49AM 



I- 



..J 



!• (SFX) ANnCR: Hey hot- 
shott wli2t kind of viti^mins 
doos your mother qIvo you? 



2," BOY: Chocks. 



3. 



ANNCR; Why. brcci'jo 4. BOY: Ycnh. 
sho t'XiOWS you don't always 
eat rlQht? 



S, ANNCR: Bui why Chocks? 
Why not one of thoso other 
shoptd br&nds? 



I' 



6, 



BOY: Thosoere jhapcrf for 
tlttl3 kids* 



I 



7. ANncnrOh. hov/doyo;i 
l:nov/ when yviu'vo t,:o\vrt up 

to X\iZi\:;'itl of CiiOCi.S? 



1 



SI 



8. 



BOY: \Vh 

up kici |j!<o mc. 



n you 'r J a f-r 




9. ANNCR: I SCO. Chocks arc 
the chevvable vitamin shapc%i 
for grownup kids Mke you. 



